SHOE WARDROBE IN WHITE 


Recorder 


NATIONAL VOICE Oo F TRE FRA OD 2 


DF Flyers on TV 


starting March 24...for 13 weeks 


MICKEY MOUSE ¢LUB 
fy ADVENTURE TIME 


~ Two Big TV shows...Twice the advertising support 
Both in 113 markets...ABC-TV Network 


PLUS 27 ADDITIONAL MARKETS ps) 
WITH SALES-GETTING SPOT COMMERCIALS 27 5 


EXCITING NEW MORE COMMERCIAL 
COMMERCIALS MESSAGES THAN 
EVER BEFORE! 
sensational TV salesman —‘“‘Swifty Flyer’’ 
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V-EN-ESE by Paradise... 
the delicate pump slimmed down 
and forward to pointed throat and pointed toe; 23/8 heel. 
Fashioned in HUBSCHMAN'S CALF 


+345 Red Rose...and other Hubschman colours 
... by Brauer Bros. Shoe Company, 


St. Louis 8, Missouri 


F HUBSCHMAN & SONS DIVISION OF GERA CORPORATION, PHILADELPHIA 23 
: FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 





26UN WSs WII Aico a! 


> ff 
gin moccasin in Scoriet Feather, Raglan oxford in Tumbleweed, Wild 


Oats, Caviar, Tumbleweed. Sizes 6-12. Boys’ bes eed, Houn’ Dawg, Wild Oats, Silver Oats, Caviar, Corn Cob, White. Sizes 6-12. Boys’ 
in Wild Oats, Caviar; 2-6. Dellar, Black Thunder. Men's sizes 6-12. in Tumbleweed, Wild Oats, Caviar; 2-6. 








The most sensational 
men’s shoes in 58 
will be 

even more sensational 
in 59 

BRUSHED PIGSKIN 
Hush | 
Puppies 
by 


Saddle slip-on in Silver Dollar, WwW Oo LV E R ‘ | E Sport oxford in Wild Oats, White, Silver 


Wild Oats, Black, Yucca Tan, Corn Cob. Men's Dollar, Houn' Dawg, Yucca Tan, Scarlet 
sizes 6-12. Narrow, medium widths only. Feather, Caviar. Men’s sizes 6-12. 





Bigger and more exciting promotions—even 





bigger than the sales-pulling back-to-school and THERE ARE STILL A FEW TERRI- 


Christmas promotions run in '58! TORIES OPEN! 
For information about franchise possi 


bilities write Wolverine Shoe & Tanning 


New styles and colors for spring and summer 
¥ isin Corp., Rockford, Mich 


to capture the fancy of men everywhere! 





> | we ct A broader line of shoes to tap new markets Hush Puppies is a registered 
sg trade-mark of the Wolverine 
Shoe and Tanning Corporation 
and cannot be used in con- 
Expanded production to satisfy the nection with shoes without 
permission. 


—new customers—new sales! 


overwhelming demand for brushed pigskin 











casuals created in '58! 


BE SURE TO INCLUDE HUSH PUPPIES IN YOUR POST-EASTER PLANNING! 
March I, 1959 | 
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Here's Why 


@ EASIER to put on because they 
S-T-R-E-T-C-H MORE! 


@ ANKLE-HIGH protection. Not cut 
down at sides. Compare! 


@ World's LIGHTEST — yet rugged 
as cowhide. Wear GUARANTEED! 


@ NO LEFTS or RIGHTS to confuse. 
Toddlers put them on alone! 
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Outsell alt others: 


NEW "totes" display bar sells for you 
FREE with your order for 48 pairs. Since ‘48, "totes" 





sales have 
grown until today they're Amer- 
Stocks 48 pairs right on selling floor or on ica's LARGEST SELLING Chil- 
counter. Reminds Mothers to buy. Brings dren's Rubbers. This Spring, more 


you extra business from idle space. Takes 
only 9 x 18 inches. Displays both styles: than 250 THOUSAND | Mothers 
will buy "totes" for kiddies. 


#80 OVERSHOE-“totes.” 3 sizes fit 344 
to 914. Ribbed, non-skid soles. Red, Brown. Don't Miss This Im portant 


Suggested retail $1.29 pair ° ° 
Store’s Cost: $.7744 pr. 36 pr. case: $27.90 Extra S preag Business 











#80-TT OVERSHOE-“totes.”’3 sizes fit 

9-BIG 3. DuPont Neoprene Soles. Red, Brown. ORDER TODAY! Or write for catalog and 
Suggested retail ........ $1.79 pair name of your nearest wholesaler. In-stock at 
Store’s Cost: $1.0742 pr. 36 pr. case: $38.70 88 distribution points coast to coast. 


So-Lo MARX RUBBER Company Dept. B-22 © Loveland, Ohio 
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THE * 
WHITES? 
WHITES’ 


HR VOK 
KID, CABRETTA ’ 


CALF & KIP 


SUMMER SUMMARY: 
weather bright, 


Smart Shoes WHITE! 


This year’s sun followers 
appear to have several 
pairs of whites per capita 
... all-over white; white 
spiked with bright; white 
with pastel. 


It’s certain that when 
warm weather rolls north, 
the trend set by fashion- 
able women throughout 
the Florida season will 
have become a great white 
shoe vogue. 


LEVOR white leathers 
have impressive beauty. 
They’re dazzling white, 
washable, and dependable. 
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Extra quality in materials as 
and workmanship adds a big plus to Blue Star’s $5-—$6 CHILDREN’S SHOES 
sparkling styling and better fit. Compare them 
feature for feature with higher priced shoes... learn why 
4 they’re America’s fastest growing juvenile line. 
IN STOCK) | y ome 


SAME DAY SERVICE 
- BLUE BONNET SHOE COMPANY, MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASS. 
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“Big Men” on campus help make 
Pedwin the Big Shoe on campus 





Style leadership 
for Pedwin retailers 
gets another boost 
with big 
advertising program 
around campus 


sports Stars 








pedwin 


in SPORTS ILLUSTRATED, May 11 





in LIFE, March 9 in SPORTS ILLUSTRATED, April 13 

















Pedwin’s new spring advertising—as always Now Pedwin tops this desire to feel and look 


the biggest program in young men’s shoes— 
takes full advantage of the male teen-ager’s 
admiration for campus sports stars. 


When the sports stars of a school wear a 
certain style shoe, you’ll see a lot of non-varsity 
men wearing them, too. 


Quality at your feet 
BROWN 


SHOE COMPANY 


like a sports star with these powerful ads. 

Here’s the BIG PROMOTION in men’s shoes 
for spring and it’s aimed right at the BIG 
OPPORTUNITY —young men who buy an av- 
erage of four pairs of shoes a. year! 

Wouldn’t this be a good time for you to con- 
tact Pedwin Division, Brown Shoe Company, 
St. Louis! 


BROWN SHOE COMPANY 


St. Louis... Makers of: Air Step * Buster Brown * Glamour Debs by the makers of Buster Brown © Official Boy Scout Shoes Official Girl Scout Shoes 
Life Stride « Miss America * Naturalizer * Pedwin * Propr-ilt * Risque * Robin Hood * Robinette * Roblee * Smartaire 
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WIDE, WIDE WORLD of SHOES 


ST.LOUIS SHOE.SHOW, APRIL 12-15, 1959 


A FREE TRIP 


for a lucky retailer and his wife to 
one of these vacation dream spots 
Jamaica. . . Acapulco 
Sun Valley... Nassau 
Bermuda 


Your registration at the show can 
become your passport to a trip-of- 
a-lifetime. 


A big and exciting array of lines 
by the top manufacturers of branded shoes 
from coast to coast... the only 


‘comprehensive showing of the nation’s 


finest branded lines for fall, 1959! 


JIMMY DURANTE 

Will Star at the 

Gala Monday Night Banquet 
Beautiful Khorassan Room 
Hotel Chase 





SURREYS WILL GIVE 
YOU A LIFT 





ST. LOUIS WILL SHINE AS 
THE SHOE CAPITAL OF 
THE WORLD 


Exciting contests, displays, infor- 
mal modeling, special newspaper 
and TV coverage will focus nation- 
al attention on the shoe news from 
St. Louis! 


write today 


between the downtown 
show hotels 





YOUR MORNING COFFEE fi) 
WILL BE ip 
‘ON THE HOUSE’ 

As You Shop the Show ey 


St. Louis Hotels Convention Reservation Bureau 


911 Locust St. St.Louis 1,Mo. + Room 406 
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SHOES FOR CHILDREN 


EBY SHOE 
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Lawrence 
Devon Calf 


links a lady 


to her wardrobe 


Spring brings a lighter, 
fresher view to long leg fashions. 


Red Cross adds the crisp, spring-seasoning 
to “Stardust” its tailored, open-buckle 
bow pump in polished, smooth, 


willow green Devon Calf by Lawrence. 


Lawrence Devon Calf in brighter-than- 
spring colors make the sale —- because 


they make such a lovely difference! 


A. C. Lawrence Leather Co., a division of 
Swift & Company (Inc.), Peabody, Mass. 


better part 
of better 
shoes 





Only a hug 
should be tight 


... shoe size better be right! 


It’s important for good foot health to check 
your child’s shoe size regularly . . . because 
children’s feet grow faster than Avonite 
Soles wear out. As a helpful guide to proper 
shoe size checking, get this foot-growth 
chart F-R-E-E at your favorite store from 
the maker of Avonite Soles — the fine 
quality soles with more wear built in than 
even your child can wear out. 


A Guide to Your Child's 
Foot Growth 


AVONITE 


not on all shoes... 
just the best ones 


AVON SOLE COMPANY, Avon, Mass. 
Manufacturer of 


HIGHEST QUALITY SOLES for 48 years 


This advertisement in 
Avonite’s Continuing Campaign 
appears in PARENTS' MAGAZINE 


for April, 1959 












ampaign Continues... 


in Beslti VA to Parents 


to help you sell more children’s shoes 
to help children to grow up with healthy feet 


This Avonite campaign is sound .. . it sells . . . because it is a service 
to parents. And there’s a new crop of young parents to be taught 


about shoes and size changes every year! 


So keep displaying your Avonite Foot Growth Chart prominently. 
Don’t run out of the little chart folders. They sell for you outside the 
store ...as do Avonite Sole advertisements in national magazines. 

Be sure to order all the Foot Growth Charts you can use. 


They’re FREE from Avon. 







not on all shoes... 
just the best ones... 
best selling ones, too! 


ITE SOLES 


AVON SOLE COMPANY, avon, massaAcHusettTs 


+, MAGATINE » 
4, & 
“ 
SYeanseo 


HIGHEST QUALITY SOLES for 48 years. 




















Noticed the new look in Tyer’s packaging? 
Every item in Tyer’s canvas, rubber and 









TYE 
plastic footwear lines is now packed in a wee ware = 
colorful new crush-resistant box. And the ‘ 
big product descriptions can be read at a glance! 7 
Better construction—including string-reinforced 
corners — keeps these boxes looking fresh 
and attractive, from the day you receive them to the 
day they leave your store. Every box fits 


standard shelving and there’s a minimum number 





MENS STREAMLINE 
FISHING BOOT 


a7ee Gacwe 26 


of sizes, to ease your inventory problems. 


5 
This improved packaging is the result of 


Tyer’s continuing program of progress — ae 
in research, product development and 


marketing —to help you get more business! 








TY E R lie Onpany 


ANDOVER, MASSACHUSETTS 
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Tanners’ Council Show Indicates: 


Fall Shoes May Feel Effect of Rising Leather Prices 


Leather prices at the show were 
reported “firm to rising” in all 
categories, making higher whole- 
sale footwear prices likely. 
Higher leather prices will amount 
to 6 to 50 cents more per pair. 


NEW YORK—Perhaps the most 
significant development at the recent 
Tanners’ Council Leather Show in 
New York was the growing possi- 
bility of higher wholesale shoe prices 
for fall. 

Leather prices in all categories 
were reported “firm to rising.” This 
is certain to be reflected in fall shoe 
prices and it deals with almost all 
types of shoes. 

Shoe manufacturers expressed 
strong concern about prices. Much 
of the “shop talk” among them re- 
volved around the intensifying prob- 
lem of being able to hold their cur- 
rent prices on fall shoes. 

The higher leather prices will 
mean anywhere from six to 50 cents 
a pair more per pair of shoes, de- 
pending upon the type of leather 
and grade of shoes. Such increases 
are sufficient in many instances to 
wipe out or nullify the wholesale 
shoe profit margin. 


Profits Would Dip Sharply 

For example, at the manufactur- 
ing level, average net profit per pair 
will range between two and three 
per cent. A 2% per cent net on a 
$4 wholesale price is 10 cents. An 
eight-cent rise in the leather re- 
quired per pair obviously wipes out 
most of the profit. 

Numerous such examples were 
cited by worried shoemen at the 
Leather Show. The problem of 
whether to absorb the cost increases, 
or how much to absorb and how 
much to pass on, was a much-dis- 
cussed topic. A large share of man- 
ufacturers had raised prices on 
spring lines. The fact that a second 
increase might be necessary for the 
follow-up season is creating a 
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dilemma, particularly in a competi- 
tive light. 

Despite the deep concern about 
prices, tanners reported substantial 
buying at the higher prices. As one 
expressed it, “Nobody has any choice 
in the matter. We’re paying higher 
prices for hides and skins, and the 
shoe manufacturer will have to pay 
higher prices for his leather. And 
just as we tanners have had to pass 





Tanners’ Council Board 


Takes Anti-Labeling Stand 


NEW YORK—The board of di- 
rectors of the Tanners’ Council of 
America has voiced “vigorous oppo- 
sition to the so-called Porter shoe 
labeling bill.” 

In a resolution adopted February 
16, the group said it “believes that 
this measure if enacted would be 
extremely costly to the public, 
would particularly penalize small 
manufacturers and retailers, would 
not be capable of being adminis- 
tered effectively, and would not 
meet the objective claimed for the 
bill. The board believes that pres- 
ent laws and administrative agen- 
cies are adequate to deal with any 
cases of misrepresentation.” 





on our higher rawstock costs, the 
average shoe manufacturer would 
be less than wise not to pass along 
his higher leather costs in the form 
of higher shoe prices required to 
give him a fair and decent oper- 
ating net.” 


No Quick Change Seen 

Some manufacturers talked about 
“holding out” until leather prices 
eased up. But this appeared to be 
more talk than determination. 
Leather men foresee no “softening” 
of leather prices for at least some 
months to come. 

The shoe retailer can expect that 
wholesale prices on his fall shoes 
will certainly be “firm’—and in 
many cases will be higher. The 
across-the-board rises on lines will 


probably be rare, but rather the 
price rises, as is becoming common 
practice in shoe business, will be 
on a selective or “spot’’ basis. 


The Fashion Picture 


Tannages, finishes and _ colors 
shown for fall and winter shoes at the 
Leather Show told a fashion story 
of trends in types of shoes as well 
as of leathers in a wide range of 
treatments and colors. The great 
variety in these showed the grow- 
ing diversification of types in 
women’s footwear. 

Three types deserve special men- 
tion: tailored walking styles, flats 
for the mature, style - conscious 
woman and high-style boots. The 
continued demand for unlined shoes 
in tailored, and even dressier types, 
was also apparent in the number of 
leathers made in two weights, for 
lined and unlined shoes. 

Another general trend noted 
throughout the show was toward 
identity of color in two or more 
leather surfaces, pointing to the 
preference for surface, rather than 
color, contrast in women’s high-style 
fall footwear. 

Contrast in surfaces was a strong 
trend at the show: dull, waxy sur- 
faces on the one hand and luster 
and metallic finishes on the other; 
very smooth surfaces in some leath- 
ers as against finely grained or 
nappy in others. 

The continued interest in anilines 
—in calfskin, kidskin and sides—is 
still another important style factor 
in fall leathers. 


Non-Crack Leathers 


This season, makers of fine suede 
leathers have come out in greater 
number with guaranteed non-crock 
dyes and almost completely non- 
check—or crack—patent leathers. 

In patent leather, too, there is a 
new “super black” which is said 
to retain a uniform deep black color 
in all parts of the shoe. 

In suede the short nap regular 

(CONTINUED ON PAGE 15) 
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Allied Show Attracts ‘Good Traffic, Brisk Business’ 


Some 3800 manufacturers, stylists 
and buyers registered at the Ex- 
hibit. They saw footwear ranging 
from weltings and bindings to 
buttons and bows. Close to 200 
firms exhibited their products. 


NEW YORK — Operating once 
again on the progressive “working 
weekend” plan it initiated some 18 
months ago, the four-day Allied 
Shoe Products and Style Exhibit at 
the New York Trade Show Building 
proved to be a positive force in the 
projection of shoe styles for the 
coming season. 

The list of exhibitors and the 
diversity of products has grown. 
New classifications of supply groups 
have been added. Close to 200 firms 
representing the heaviest concentra- 
tion of “‘style-centered” products and 
services exhibited at this Allied 
Show. 

Attendance was high. Although 
it was practically impossible to get 
everyone who entered the building 
to register, those who did sign added 
up to an impressive 3800. These in- 
cluded manufacturers, stylists and 
buyers representing over 700 U. S. 
shoe manufacturing firms that pro- 
duce 90 per cent of the nation’s 
footwear, as well as top-echelon per- 
sonnel from the major chains, de- 
partment stores and wholesalers. 

In addition, over 100 of Canada’s 
leading shoe manufacturing firms 
were represented, as well as many 
foreign countries including South 
American nations, Mexico, England, 
France, Italy, the Netherlands and 
others. 


Signs of Record Year 


In summarizing the show’s effec- 
tiveness, Clarence R. Heyde, execu- 
tive director of the Allied Show, 
stated: “Traffic was good. Business 
was brisk. There is every reason to 
believe that the shoe industry is 
geared for a record year ahead.” 

At a breakfast meeting on Febru- 
ary 17, the closing day, the show’s 
Advisory Committee elected J. M. 
Schlakman, advertising director of 
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American Biltrite Rubber Company 
of Boston, as general chairman for 
the next exhibition, August 1-4, 
1959. He succeeds Ralph Parker, di- 
rector of merchandising for Thomas 
Taylor & Sons, Hudson, Mass., who 
was general chairman for the Febru- 
ary show. 

Items displayed at the show in- 
cluded everything from  weltings 
and bindings to lasts, soling and up- 
per materials. From a fashion point 
of view, perhaps two categories 


J. M. Schlakman, left, newly elected 
chairman of Allied Products Show, with 
Ralph Parker, outgoing chairman. 
stood out as of greatest interest: 

lasts and upper materials. 

The past few years have shown us 
how important the shape is in de- 
termining the entire style character 
of the shoe. Going from pointed to 
needle to double needle, women’s 
style shoes have had a certain “‘Jook”’ 
which has stemmed from the re- 
quirements of the ever-sharper toe 
character. 

And now the beginnings of a new 
kind of shoe character or vamp 
shape are appearing. The oval last 
with flattened top is part of the 
trend to more natural and more 
classic clothes. 

Materials, other than leather, have 
their strongest style interest in a 
diversity of fabrics. Normally, each 
fall and winter season, these are 
chiefly fabrics for after-five and real 
evening styles. And the same may 
be said of the new lines for fall and 
winter 1959. In addition, however, 
there are more daytime fabrics and 
more talk about the need of such 
materials. 

In the dress shoe field, moirés, 
jacquards, satins and velvets are 
types in which there is strong in- 
terest. In the first two there are 


many interpretations. Moirés include 
the woven-in designs. There are 
also some daytime moirés as well as 
the more dressy. Peau de soies are 
being shown in various new inter- 
pretations. So are failles. But these 
often have a contrasting weave, such 
as a shiny stripe, which gives the 
favorite 1959 combination of dull 
and shiny surfaces. 

It is interesting to note the re- 
vival of velvet in colors as well as 
black. Nylon velvet for children’s 
shoes is slated to be very important. 
There are beautiful brocades for 
evening and tintables. Metallic gold 
or silver threads look especially in- 
teresting in velvet. 


Tweeds for Daytime 

Tweeds, woolen, silk or mixed, and 
flannels are being shown again for 
daytime shoes. An interesting re- 
vival is the gabardine—with scat- 
tered polka dot to match—in one 
fabric line. Most style fabric houses 
are featuring flannels—gaily striped 
or in plaids and checks—to line 
boots. Some ribbed knitted materi- 
als are also being shown for the col- 
lars of sport boots. Boots are big 
everywhere; some beautiful bro- 
caded evening boots were also ap- 
pearing in the sample rooms. 

A noteworthy trend in soling and 
innersole materials is to make them 
still lighter and more flexible, while 
at the same time, in outer soles, re- 
taining the very rugged appearance 
typical of the popular rubber com- 
pound, heavily indented soles. 

In trimmings on women’s shoes, 
buckles and bows are favorites. Soft, 
large, dressmaker bows are meeting 
with marked success, especially when 
they have the expensive, handmade 
look. 

Of great interest at the show were 
machines—some of them extremely 
elaborate and expensive—used to 
demonstrate the durability of soles, 
heels, counters and other “working” 
parts of shoes. These machines are 
light enough to be carried by trav- 
elers; they bend, pound, twist and 
otherwise torture shoe components 
to prove their worthiness. 
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Fall Styles Previewed Leather Price Rises May Affect Fall Shoes 


At NSRA Conference 


NEW YORK—“Creation and dis- 
semination through promotion” was 
emphasized by Edward J. McDonald, 
executive vice-president, in opening 
the semi-annual Women’s Style Con- 
ference of the National Shoe Retail- 
ers Association at the Hotel Plaza 
here. 

Irving E. Grossman, president and 
owner of the I. Miller Stores of Cali- 
fornia and one of the association’s 
directors, voiced the ambition to 
raise the yearly sale of women’s 
shoes from 31% to 4% pairs. “I give 
my customers what they want and I 
know what they want,” he said, 
speaking as meeting chairman. 

Later, one of the guest speakers, 
David R. Altman of Altman-Stoller 
Advertising, Inc., said it is to the 
seven fashion magazines that the 
fashion industry must look for the 
education which will make a woman 
ask for and buy new fashions. 

The fall style story in shoes and 
apparel was presented by June Cun- 
niff, accessories editor of Harper’s 
Bazaar. Five day coats on the run- 
way illustrated the silhouettes, fab- 
rics and colors that the magazine is 
endorsing for fall. Rustic textures, 
a round, free and short silhouette, 
still maintaining the “Leggy Look,” 
and smoky colors — Peat Smoke, 
Chimney Smoke, Smeked-Over Green, 
Smoky Taupe—plus Ember, a fiery, 
coral red, appeared in the coats. 

Leather colors in the shoes worn 
with these five coats were in the 
same sophisticated, grayed tonali- 
ties. Real daytime shoes on lower, 
broader - based heels; “handsome” 
flats; and short boots emphasized the 
magazine’s fashion interest in these 
types. 

With the short-skirted evening 
dresses there was the glamour of 
the pointed toe, slim heels but not 
over-high and lovely evening mate- 
rials such as satin and lace over 
satin. (The oval toe, it should be 
noted, is endorsed for daytime wear.) 

Coats were from Dan Millstein, de- 
signed by Guy Duvier; shoes by Car- 
done & Baker, David Evins, Delman, 
Julianelli, Herbert Levine and New- 
ton Elkin. 
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(CONTINUED FROM PAGE 13) 
suede is noted as coming up into 
the high-style level again and even 
taking over from the two-way suede 
which has been so popular the past 
several years. It is recognized, how- 
ever—and specifically by a tanner 
who is successful in both types— 
that the two-way nap takes color 
more beautifully than the smooth, 
shorter nap. 

While grains, in general, continue 
to be preferred in very fine versions, 
there are still more boldly textured 
surfaces. It should be noted, how- 
ever, that these are more frequent 
in casual or children’s or men’s 
leathers. 

For fall 1959 the top color fami- 
lies, bar none, are black and brown. 
There is no surprise in giving black 
first place. A new note in black, 
however, is what some are calling 
“pale black,’ to be considered either 
as off-black or extremely dark gray. 

The resurgence of brown—and we 
mean brown—is due to the variety 
of its interpretations in which there 
are true, warm dark browns, yel- 
iowed or goldened browns, red 
browns, greened browns. As these 





NSI Explains Objectives 
Of Public Relations Program 
NEW YORK—tThe program of the 


National Shoe Institute was pre- 
sented to the trade press at a Wal- 
dorf-Astoria luncheon during last 
month’s Leather Show. 

The program, to be presented 
through public relations techniques, 
follows: (1) to sell more shoes by 
focusing attention on them; (2) to 
promote shoe fashions, (3) to pro- 
mote foot comfort, (4) to make the 
NSI a primary source of style news, 
(5) to communicate to the shoe in- 
dustry the results of NSI promo- 
tions, (6) to secure for the NSI the 
continuing cooperation and support 
of the shoe industry. 

Representatives of the Lynn 
Farnol Group, newly named to carry 
out the NSI publicity program, re- 
ported on progress since taking over 
the account and told of proposed pro- 
motions for fall 1959 and spring 
1960. 


merge into tans, there is the same 
mixing of other colors with tan 
tones. “Off-beat’” as a description 
may not be used so often this year 
but the effect is the same in these 
color mixes. 

It should be remembered that it 
is the gold influence on brown that 
is the newer note, but that red 
browns are still very much liked. 
Carrying over into the reds, we have 
brown casting its influence on some 
very much liked reds, although the 
blued reds are higher fashion and 
slated for dressier shoes. 


Green and Gray Influential 


Green and gray are a strong in- 
fluence on several colors. Green on 
brown was already noted, and green 
on beige. Green also affects blue, 
giving the new high-style teal blues. 
Gray affects the beiges making a 
new neutral which is a livelier kind 
of taupe. Gray also throws its soft 
influence on many of the fall colors. 
On blue, it has brought in a new, 
fashion grayed blue in the Wedge- 
wood family. 

The volume blues will be in the 
brighter navy tone. Gray in its own 
right, may, or many hope not, be 
the new style answer for shoes to 
wear with the important gray flan- 
nel costume. Medium gray leather 
is the volume shade; really dark 
gray, the high fashion. 

Green is in so many tonalities 
that it deserves special study. A 
pale silvery green is slated for early 
high-fashion promotion, along with 
other early pale colors. The yellowed 
greens hold first place for sales and 
style interest. Darker bluer greens 
may have high-style importance. 
Good middle-of-the-road greens, on 
the dark side, hold importance for 
back-to-school. 

Of first importance for style pro- 
motion is the amethyst-plum family. 


Tornado Won’t Affect Show 


ST. LOUIS—The February tor- 
nado in St. Louis will not have any 
adverse effect on the St. Louis Shoe 
Show, April 12-15. The major dam- 
age belt did not include the down- 
town section or any of the outlying 
hotels where retailers may stay. 
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Breakfast Panel Airs Need to Boost Profits 


NEW YORK—How can shoe prof- 
its be lifted? This question was 
prominent in the thoughts of four 
industry leaders who joined in a 
panel discussion at the National 
Shoe Manufacturers Association’s 
Earlv-Bird Breakfast. 

But despite a general recognition 
of the need to boost profits, an opti- 
mistic keynote was set for the Feb- 
ruary 18 Waldorf-Astoria gathering 


Participants in Early-Bird Breakfast panel 
Nordstrom, Henry H. Rand, Harold 


by Merrill A. Watson, NSMA execu- 
tive vice-president. He cited the fa- 
vorable economic conditions of the 
present as compared with those that 
prevailed six months ago during the 
recession. 

Highlight of the breakfast was the 
panel discussion of the industry and 
its problems by Henry H. Rand, pres- 
ident of International Shoe Company, 
St. Louis, and Harold O. Toor, presi- 
dent of H. O. Toor Shoe Corpora- 
tion, New York, representing the 
manufacturing branch, and William 
M. Blackie, executive vice-president 
of General Shoe Corporation, Nash- 
ville, and Lloyd W. Nordstrom of 
Nordstrom’s, Inc., Seattle, speaking 
for retailing. 


For the Chains: Blackie 

“Increased volume, lower expenses 
and higher gross margin are three 
basic and vital means of improving 
profit.” said Mr. Blackie. Speaking 
for the chains, he indicated that in- 
creased volume could very well come 
through a greater fashion conscious- 
ness—both as to the merchandise car- 
ried and its promotion in stores. 

He added, “Upgrading is another 
area for consideration. A lot of people 
understandably want better shoes... 
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better to include not only quality but 
design features as well. Not only 
could this result in added dollar vol- 
ume but possibly added pairage as 
well . . . If volume cannot be in- 
creased and expenses go up, then 
the only answer may lie in higher 
margins. 

“Retailing is going through many 
many changes. Perhaps more in the 
last two or three years than in the 


discussion were, left to right, Lloyd W. 
©. Toor and William M. Blackie. 

past generation. On the one hand, 
higher fashion emphasis and upgrad- 
ing and on the other hand the dis- 
counter and low-margin operator.” 


For Independent Retailer: 
Nordstrom 

Lloyd Nordstrom, speaking for the 
independent shoe retailer, empha- 
sized that retail shoe business at the 
moment is excellent. However, he de- 
clared, “the shoe industry has not 
earned a position of complacency. In 
1929, the industry obtained 2.1 per 
cent of the consumer dollar. In ’57 
the industry received 1.32 per cent 
of each consumer dollar spent. In 
1958 American consumers spent $4 
billion for shoes. That sounds good 
but if we had 2.1 per cent of each 
consumer dollar spent as we did in 
1929 our volume would now be nearly 
$7 billion. 

“In the last 30-year period the 
manufacturers haven’t kept pace but 
they are now showing improvement. 
In 30 years there have been no sig- 
nificant changes in shoe retailing. It 
takes just as long or longer to sell a 
pair of shoes as it did 30 years ago. 
We retailers must find better, less 
costly methods of selling a pair of 
shoes.” 


For Manufacturers: Rand 


Speaking for the manufacturers, 
Henry Rand went along with the 
prediction that this is the year when 
the 600-million-pair production to- 
tal will be realized. In fact, his guess 
was that we should produce between 
605 and 615 million pairs. He pointed 
out, “Looking back at 1958, if the 
large manufacturers, and by that I 
mean just the ‘Big Four,’ had held 
their own in production, we proba- 
bly could have reached the 600-mil- 
lion figure last year... 

“IT know that our company and 
many others tightened the reins dur- 
ing the recent recession. Much of the 
fat, accumulated during the fairly 
easy selling period since the war, 
was trimmed off in 1958. This should 
improve prefit margins in 1959. But 
this short-range prospect does not 
alter the long-range fact that profit 
margins are too small for the indus- 
try as a whole.” 


For Medium Manufacturer: Toor 

Harold Toor, who presented the 
medium manufacturer’s case, said, 
“I take issue with some of the re- 
marks I have heard that our indus- 
try is decadent.” He added, “During 
the past few years great strides have 
been made by the retailers .. . Shoe 
manufacturers, too, have done their 
part. 

“In spite of progress, we have 
some old problems. The progress we 
have made has been costly .. . Is it 
any wonder that industry net profit 
has been so low? As I see it, the big 
problem for 1959 is Markup. 

“The answer is ‘grade up’ and by 
‘grade up’ I do not mean just raise 
the price of an item. We must con- 
tinue to give values in footwear and 
something in the way of added value 
must be taken into consideration, as 
well as the extra markup that is nec- 
essary for existence.” 


Tanners’ Council to Convene 


NEW YORK—The Tanners’ 
Council of America will hold its 
annual spring meeting Monday to 
Wednesday, March 23-25, at the 
Palm Beach Biltmore Hotel, Palm 
Beach, Fla. Planned are directors’ 
meetings of both Leather Industries 
and the Tanners’ Council, the an- 
nual golf tournament, the annual 
reception and dinner dance, and 
general business sessions. 
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Crosby Square 


Caesar Process Shoes ... Italian-born style ideas expressed in soft, 
yielding leathers by Crosby Square. Smartly continental with the comfort 
and fine detail that only American craftsmen can build into a shoe. 


$15.95 and $16.95. 


LIGHTWEIGHT 


the Roman tool W:. American-made Footwear 
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Left: 
The Pisa. Black Calf, 
center-buckle step-in. 
Center: 
The Palermo. 
Black Calf, 4-eyelet 
blucher. Fine-line seamed. 
Right: 
The Riviera. 
a a , Black Calf, 3-eyelet, 
Fae ; a bok Moc front blucher 
ve Py z To 4 u Pillow embossed inserts. 


," a ’ All styles shown 
+ rf a! r & 
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THE HOUSE OF CROSBY . ? Bue € Ss} : AKERS OF FINE SHOES FOR MEN AND BOYS 
| ow F Mis Aes 5 iy & 

a a > AR PRI 


This advertisement is appearing in: 
ESQUIRE - MAY; issued April 16; / GENTLEMEN'S QUARTERLY - APRIL; issued March 24 
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are available also 
in Club Brown. 





IZARDS 





retailer’s best friend! 


owadays almost anything with a genuine look of luxury 

finds a ready sale. Reptile shoes are in that category. And 
our genuine lizards just about lead the list. 
For several good and sufficient reasons. We know how to handle 
reptile skins better than most — we've been cutting them for 
more than twenty years. Stetson’s acknowledged skill in fine 
shoemaking is more than ever evident in this type of footwear. 
Then, too, we've put ourselves into what you might call a lim- 
ited In-Stock position on these shoes. This is unique in the field 





and it makes it possible for you to “spot order” with better than IN STOCK 
average assurance of getting shoes when you want them. The No. 1942 Deep brown, genuine lizard skin slip-on. 
supply is restricted only to the availability of leather, which is — — lining, flexible leather sole, 
4 “6~ - eather heel. 

seldom enough to satisly all demands. No. 1943 Black genuine lizard skin — otherwise 
‘ ‘ : — same as 1942. 
There are profits in store for you in Stetson Lizarps. Get ‘ ; ee : 

5 “ No. 1944 Deep brown, genuine lizard skin 3-eye 
your share by ordering now. blucher oxford. Full leather lining, flex- 

ible leather sole, leather heel. 

Tue Srerson Suoe Company, Inc., South Weymouth 90, Mass. No. 1945 Black genuine lizard skin — otherwise 


same as 1944, 


100 styles in stock — retailing from $21.95 to $65.00 
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FILLERS ... ANYONE? 





—Ever find yourself in a spot where you could use 
a “bon mot”... some nugget of wit, humor or 
plain common sense . . . to help fill a crack or 
crevice in conversation? 


—Here are a few such “fillers” that we have culled 
from various sources . . . especially POSTAGE 


STAMP and POST SCRIPT... 
—Hope they give you a chuckle: 


—Egotist—A conceited foo] who thinks he knows 
as much as you do. 


—Smile—A curve that sets a lot of things straight. 

—Tomorrow—Today’s greatest labor-saving device. 

—Pedestrian—A man whose son beat him to the 
garage. 

—Bore—One who opens his mouth and puts his 
feats in. 

—Synonym—The word you put in the place of the 


one you can’t spell. 


—Controversy—The result of the collision of two 
trains of thought. 


—Durable goods—Those that last longer than the 
time payments on them. 


—Economy—Denying ourselves a necessity today 
in order to buy a luxury tomorrow. 


—E. J. Kleckner, president of Shop-A-Teria in 
Elgin, Ill. says: “The secret of low mark-up opera- 
tion is not only how well you buy but how well 
you sell. Attractive point-of-sale ideas should be 
substituted for costly sales talks.” 
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JUMPING “JACKS” 








That sweet melodee 
called: “Pre-Teen Plus!’’ 


18 top-seller styles in size 
4-to-7 range... 


Styles for boys: 
Bucks, dirty and grey .. . black 

or brown oxfords with grain 
plug... also black with white plug 
... black or brown crepe soles oxfords. 


Styles for girls: 


Swivel straps in red, grey or 
black ... black or brown 
classic Mocs... Peak Mocs in grey 
red and new Vanilla Ice... black \‘¥ 
patents in T-Strap and Colonial... \: 
white pump with bow. 


Let \UMP/NG-JACKS 
keep those hard to fit 


age 10-to-12 Pre-Teeners 
YOUR customers! 


PHONE! WRITE! WIRE! 


for salesmen or samples! 






















IMMEDIATE DELIVERY 
VAISEY-BRISTOL SHOE CO. 


Monett, Mo. 
























When school-age girls 
change their minds 

about shoe fashions, 

: you'll always hear it first— 

Bae and get it first— 


S on lasts to put fit first) 





See me in 


SEVENTEEN A cs ©) 


Young America’s most walked-about, talked-about, bragged-about 
shoe fashions. Order from your local distributor or write to 


HUSSCO SHOE CO., 47 WEST 34 STREET, NEW YORK 1, N. Y. 
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@ House Commerce Committee has asked five government 
agencies for recommendations on shoe labeling legislation. 





@ Controls over prices, wages and profits are 
favored by nearly half of college economists 
queried by Congress. 





@ Eisenhower Administration pushing hard for 
extension of federal wage and hour rules to 
inelude all retailers. 


Baker Reporting from WASHINGTON 








7 Letters calling for views on a federal shoe labeling law have been sent from 
the House Commerce Committee to the Departments of Commerce. Agriculture. 
and Justice, the Federal Trade Commission, and the Bureau of the Budget. 

The House Commerce Committee is considering a bill (H. R. 1320) 
sponsored by Rep. Charles O. Porter (Oregon Democrat). calling for com- 
pulsory labeling of all footwear sold at retail. 

Each of the five government agencies is expected to respond to the House 
committee's request soon. 

The recommendations these agencies may make for or against footwear 
labeling will bear heavily on the committee’s treatment of the Porter bill. That 
is, unanimous disapproval of the bill would certainly cool the committee off 
on the subject of shoe labeling. 

And conversely, endorsement of the bill by the affected government 
agencies certainly would fire up enthusiasm for the bill among the com- 
mittee members. 

Rep. Peter F. Mack (Illinois Democrat) heads the Commerce and Finance 
Subcommittee of the House Commerce Committee, to which the Porter bill 
has been assigned for examination and hearings. 


s Congress wonders if merchants’ opposition to federal controls over prices. 
wages, and profits is crumbling. Surprisingly large groups of economists say 
they favor such controls. 

The Senate-House Economic Committee recently questioned (by mail) 
1500 economists in the nation’s colleges and universities, of these, 615 replied. 
The returns show: 

47.7 per cent favor federal control over business investments. 

44.1 per cent favor federal control of prices. 

43.3 per cent favor federal control of wages. 

These responses are being examined with great care by policy leaders 
for both political parties. Their reasoning: If these economists are “repre 
sentative” of current management thinking around the country, then the 
nation is much closer to a completely “planned economy” than most Senate 
and House members have calculated. 

Of the economists questioned, 93 per cent said the Federal Reserve Board 
ought to have power to clamp consumer credit controls over the economy 


without having to ask Congress about it. 


6 The Eisenhower Administration is making an all-out push this year for 
a law imposing federal wage and hour rules over all retailers. 

Such a threat has been made by Republican and Democrat Administra- 
tions alike almost every year since the original federal wage-hour law was 
enacted. But the pressure from the government regulators for such a law 





srows stronger each year. Retailing—and this means every individual mer- 
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@ Salary tests for exemption from minimum hour 
provisions in interstate business raised by 
U. 8S. Labor Department. 


Report from @ Justice Department preparing major offensive 


WASHINGTON for breakup ef U. S. Steel and General Motors 


chant as well as the national associations representing them—will have to 
exert all its persuasive powers if it is to fight off this year’s attempt to blanket 
the nation’s stores with federal wage and hour regulations and the mountain 
of record-keeping that will be required. 

Says the National Retail Merchants Association: 

“It is going to take not thousands, but tens of thousands of letters, personal 
visits, and telephone calls to every member of the Congress to convince each 
of them that extension of the Fair Labor Standards Act (sets minimum wages) 
to cover every small retailer in the country will do violence to our system of 
free enterprise. 

“These communications must drive home the fact that retailing is a 
purely local business. 





“They must raise the serious question of the cost and the dangers that 
would exist under such a plan that would make it necessary to police every 
last retail store in the country.” 

NRMA points out that federal wage and hour rules will require an 
expensive army of inspectors, investigators, clerks, and administrators. At 
least 20,000 such policemen would be required, NRMA estimates. This horde 
will add enormously to the cost of government and thereby to the tax-load 
borne by consumers. 


Stores which are part of an interstate chain and most wholesalers now 
must pay their top employees higher wages in order to be exempt from federal 
laws requiring time and a half for overtime. 

If the federal minimum wage-hour law is ever extended to all stores— 
as proposed by the unions—all merchants will have to meet the new, higher 
exemption tests. 

On February 2, the U. S. Labor Department raised the salary tests for 
exemption from the minimum hour provision. Now, an employee listed as an 
executive must receive at least $80 a week (up from $55); an administrative 
employee at least $95 (up from $75), and a professional employee $95 (up 
from $75). The so-called shortened salary test, under which any worker 
becomes exempt from mandatory overtime regardless of his duties, was raised 
to $125 a week from $100. 


Government trustbusters are preparing a major offensive against big 


industry. 

First step is a broad-scale attack on two basic industries, steel and auto 
making. It could result in the breakup of U. S. Steel and General Motors into 
smaller, independent units. 

Justice Department in opening grand jury investigations against the steel 
industry (in San Francisco) and General Motors (in New York) will lay the 
groundwork for a full-scale attack on bigness as such (“undue concentration” } 
in major industries, and on industrial pricing practices. It may well spill over 
into aluminum, chemicals, and other basic material producing segments of the 
economy. 

It is an economic attack on major industry practices long dreamed of by 
the Justice Department staff—under Presidents Roosevelt and Truman as well 
as Eisenhower. The move may turn into the biggest drive since the 1900s. 

(CONTINUED ON PAGE 66) 
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“Last Easter’s gone, and so are the sales I didn’t make. again! This season I’ll get my fill-in orders in to the 


Should have used International’s Never-Out Service, warehouse every Monday and be ready for weekend 
and filled in my broken stocks. But I didn’t get business. Then I know I'll have plenty of my best 
around to it...and in the biggest week of the year, _ sellers on hand, and still not be overstocked. I’ll make 
I tried to do business from an empty wagon. Never _ the sales and keep turnover high at the same time.” 


Get your fill-in orders in every week, and leave the rest to 
International’s NEVER-OUT in-stock MAIL-ORDER SERVICE 


all the great brands...all the best 


sellers ... shipped direct from the NTERNATI ONAL, « . Louis, Mo 

regional warehouse nearest you ¥ Manchester, N. H 
ROBERTS, JOHNSON & RAND aaa eee Atlanta, Ga. 
FRIEDMAN-SHELBY + PETERS 
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— that’s the we, et aroma 
CEES - of MNONEY, friend! 


-».Ccoming your way with big Spring 


aohu ae il eich JOHNSON 


EUS 0. STEP 


promotions in ARGOSY anda LIFE 


“Experts in good taste’’ says the headline of the big, full-color 

fold-out ad in ARGOSY and the half-page LIFE ad appearing 

before millions of readers this Spring. The scene is a backyard 

barbecue and the “‘experts” are wearing Johnsonian Guide-Steps 
.. your cue to tie-in with a Johnsonian Guide-Step promotion 

of your own. There’s a tempting helping of sales waiting for you 

when you feature these revolutionary shoes that are designed 

to fit the feet in action. If your Endicott Johnson salesman 

hasn’t already called, write today to: 

Endicott Johnson Corporation, Endicott 1, N. Y. 


STOCK THESE FEATURED JOHNSONIAN GUIDE-STEP STYLES: 


ENDICOTT JOHNSON 
...a famous family name in shoes 


Boot and Shoe Recorder 





by JOHN REILLY 


Editorial 





“What Have YOU Done?” 


N the “Letters” column of this issue, there is a 
provocative note from Heydays’ Jim Legg. This 
articulate gentleman from St. Louis is an avid letter 
writer over his own signature. He is a pamphleteer of 
renown, too, under the pseudonym of “Humphrey Smith.” 

He has a remarkable talent for getting down to realities 
and a habit of asking probing questions on industry 
problems and affairs. 

This letter, which he directed to the editors of the 
business press, suggests that they request their merchant 
readers to do a little soul searching on a serious and 
personal problem. 

@ What have YOU, as a retailer, done, queries Legg, 
to make 1959 better for yourself? 

Remind the retailer, he then @ that 1959 
results will depend more on HIS decisions than any year 
in the past decade. 


requests, 


Too many retailers, he feels. will float along with the 
relying on our generally 
to produce a boom year 


swift current of good business, 
favorable economic conditions 
for shoes. Retailers say they expect to do a ten per cent 
better volume this 


nothing about the 


year than last, but apparently, do 
mechanics necessary to realize this 
expectation. 

He reminds us that °58 sales ran 12 million pairs 
over production, and that January °59 did nothing to 
correct that shortage. 

Unfortunately, Legg is correct! 

@ Too many retailers will ride along with the current. 

@ Too many did exactly that last year despite constant 
reminders that inventories of shoes were far below the 
minimum required to serve customers and save sales. 

On many occasions, during 1958, this page cautioned 
merchants that sales would be lost because of curtailed 
and delayed buying. As early as February 15 last year, 
we noted that manufacturers’ and retailers’ inventories 
were dangerously low and would continue to be lowered. 
We predicted that the first impact of this situation would 
be felt on Easter business. 

We explained the fallacy of regarding the manu- 
facturers’ in-stock department as a one way street. We 
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pointed out that the American consumer has tremendous 
staying power, even in face of rampant recession talk 
and scare headlines. We repeated several times a predic- 
tion that ’58 would be an excellent soft goods year with 
unprecedented opportunities for shoes. 

Now, along comes this letter to sound a similar warn- 
ing, and ask the direct question: 


@ What have YOU done to make 1959 better for 
YOURSELF ? 

We think this is an excellent and timely question and 
we would like to have your answers to it for use in our 
“Letters” column. 

@ If you can’t find time to write, at least ask yourself 
this question, embarrassing though it may be. 

If more merchants had asked it of themselves last 
year, 1958 might not have been a year of such “frustra- 
tion and delayed opportunity.” 

In his letter Legg points out that shoe shows do little 
for the retailer in helping him with his merchandising. 
selling, advertising and management problems. There 
is a need, he says, for a series of clinics on these subjects. 

We suggest that the business press is the practical 
stage for holding these clinics. The studies of turnover. 
markup and profit, inventory control and merchandise 
planning which appear regularly in the Recorper will 
help the merchant understand the mechanics of his opera- 
tion. The production and sales figures and retail reports 
will help him keep informed on business trends. 

@ But only the merchant can supply the: initative and 
positive action necessary to assure the growth of his 
business. 

One of the prime functions of a good business paper is 
to provide an open forum for the presentation of industry 
problems for discussion by its readers, and the transmis- 
sion, in turn, of its readers’ ideas and opinions to other 
merchants. 

@ This feedback of positive merchant action and ex- 
perience in a business paper makes it the perfect industry 
clinic, and keeps a business paper and its readership alert 
and progressive. 

That is why we ask you to tell us “What have YOU 
done to make 1959 better for yourself?” 





SURPRISE! 
_ Handsome shoes for Father's Day! 


Make your gift to him really different ... Give him something he 
really wants — A Gift Certificate for the shoes of his choice 
selected from the many new styles in handsome leathers 


g7 


This page will appear in full-color in May REDBOOK. 


Plan now to tie in to this tremendous promotion so that you will profit 








FOR FATHER’S DAY!” 


This is the selling message that can bring more women shoppers into 





your store...open a whole new market for you...help you sell extra 





pairs, because gift shoes are extra promotional styles—not merely 
replacements. 
The Father’s Day give-a-shoe-as-a-gift promotion is step #2 in Leather 


Industries of America’s pre-tested campaign to impel women‘to buy 


men’s shoes on gift oecasions—ranging from Christmas to birthdays. 


Step #1 was LIA’s very successful men’s shoe gift Christmas promo- 


tion, which increased sales for more than 10,000 retailers. 


The Father’s Day Gift promotion will pre-sell the shoe gift idea for 
you in the following ways: 


A FULL-PAGE FOUR-COLOR ADVERTISEMENT IN THE MAY ISSUE 
OF REDBOOK MAGAZINE, READ BY 2,300,000 WOMEN. 


A COMPREHENSIVE MERCHANDISING PACKAGE AVAILABLE 
TO YOU FREE ON REQUEST. 


A NATION-WIDE PUBLICITY CAMPAIGN IN NATIONAL MAGAZINES 
IN NEWSPAPERS THROUGHOUT THE COUNTRY AND ON TV. 





from the extra sales that will be made this Father’s Day selling season. 


LEATHER INDUSTRIES OF AMERICA 


411 Fifth Avenue, New York 16, N.Y. 








Report by manufacturers 
and retailers «aa 


A shoe style by 







$ a e s a” oe | $ ndler 
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/ A ~~ x 4 4 heat - bad ; “ 
J /. ff gong 4 SH oo ‘RIPPLE Sole NO. 1 VOLUME SHOE IN ENTIRE SANDLER LINE 
; ‘e > ame / : ~ Says Mr. Herbert Copeland, 
Le S ¥ ves. vice-president, Sandler of 
Z m7 ‘/.- Boston: 
set CH! sis (‘am sil “thas geé “Combining fashion with the distinctive, functional comfort of 
var Zé it 89 2 the RIPPLE® Sole, our Monk's Strap casual has proven a 
Panne ; "2 spectacular success. In fact, it was the No. 1 Volume Shoe in 


_ our entire line. 


Mts 


“Advertising this style in the N. Y. TIMES recently, B. Altman Co. 


k oO Mee 
/ ‘go was forced to re-order 4 TIMES in a SINGLE WEEK to meet the 
demand.” 
Seas’ \, 9/6” “CAN'T KEEP UP WITH ®#PPLE Sole SALES 


Says C. E. Turner, 
manager, Grone's Shoe Store: 


PF / ‘‘We consider RIPPLE® Sole Shoes the greatest thing that has 
ever happened to the shoe business . . . we have never been 
able to keep up with our sales.” 


RIPPLE Sole {A SELL-OUT FOR BIG N.Y. RETAILER 


Says Mr. Lester L. Levy, 
president, T. O. Dey Co., 
(N.Y. Shoe Chain): 


‘Customers find a new world of comfort in RIPPLE® Sole Shoes. 
This is our best explanation for the wonderful response to ‘The 
Shoe that Walks for You’."’ 


ARE YOU GETTING YOUR SHARE OF THIS BUSINESS? TIE-IN NOW 
. - » BIG NATIONAL AD CAMPAIGN . . . 200,000,000 CUSTOMER 
IMPRESSIONS NOW UNDERWAY! FREE Sales Aids Available. Write: 


BEEBE RUBBER COMPANY 


TM Ripple Sole Corp. Nashue, New Hampshire 
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PLASTIX FOOTWEAR CORPORATION 


in recognition of our 
greatly expanded line 
of quality plastic footwear 
for all the family 


\ 


RAIN-JERS 
for men—boys— 
youths NEW 
PEEK-A-BOOT 


for women 








NEW NEW 
RAIN-JERETTES WEATHER-ALLS 
for growing girls for children 
and women and juniors 








NEW 
SNO-SHUS 
for growing girls 
and women 














NOW...NEW! A complete line of protective footwear for every member of the 
family. Fully molded...seamless...scuff and tear resistant... corrosion resistant. 
Styled by shoe designers over shoe lasts for proper sizing, styling and fit. The 
PLASTIX line is designed for sales so be sure to see your PFC representative 
or write for complete information and catalog...the sooner, the quicker the 
profits start! 


See us at the Fali Market Week in Boston and at the St. Louis Show 


~~PLASTIX“ FOOTWEAR CORPORATION 


1600 south flower street, los angeles 15, californta 





telephone: richmond 7-9348 


WAREHOUSES: 136 Tichenor Street, Newark, N. J. ° 2400 South Ashland Avenue, Chicago, Illinois 
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WATCH THE 





8355-AA 


SHOES FEATURING FABRIcushon V/2 oa 


FOAM LININGS HAVE EXTRA EYE APPEAL... 
TRY APPEAL... BUY APPEAL 


'59 STYLES OF THREE INTERNATIONAL 
SHOE LINES OFFER NEW VAMP LININGS 


FABRIcushon TRI-PLY linings are a fea- 
ture in the popular price Grace Walker, Trim 
Tred and Velvet Step shoes illustrated above. 
The newly developed foam-fabric linings 
were specified because they eliminate lam- 
inating operations .. . facilitate cemented 
construction . . . serve as plumpers and 
doublers for lightweight skins, leathers and 
fabrics . .. create easily demonstrated point- 
of-sale features. 


Supplied in ready-to-use packages, FABRI- 
cushon TRI-PLY is functionally correct in 
almost every type of shoe, including the 
most delicate high fashion styles, and is rec- 
ommended for vamp, strap and sock linings. 


me KENDALL comrasy 








NEW “SANDWICH” MATERIALS ADD VALUE 
WITHOUT INCREASING FINAL COSTS 


Manufacturers and retailers get three valuable 
advantages with FABRIcushon TRI-PLY: the 
softest surface “hand” obtainable on any lining, 
a comfortable “breathing” foam cushion around 
the foot and new design possibilities with soft, 
lightweight uppers. 


And ... because of production savings . . . these 
benefits can be obtained without an increase in 
over-all costs. 











FABRicushon products are manufactured under 
Potents 2,628,654 and 2,649,391 and Patents 
Applied For. 





Andrews-Alderfer Division 
1031 HOME AVENUE « AKRON 10, OHIO 


Representatives — NEW ENGLAND: William Flower * NEW YORK: Eastern Foam Fabric Co. * CINCINNATI: M. Hale Company * NASHVILLE: Robert 
Porter * ST. LOUIS: Gerald D. Scott Sales Company * MILWAUKEE: R. J. Piekenbrock * LOS ANGELES: Herman Schlobohm Foam Rubber & Plastics Co. 
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AIC of aie 


“The continued stable economy in the 
Washington area means that custom- 
ers are always buying,” says ALVIN 
FRIEDMAN, manager of The Bootery 
in Washington, D. C. “We're mak- 
ing an extra strong pitch to the busi- 
ness women, ‘Career 
Fashions at Career Prices’ in 


emphasizing 
our 





ads and window displays. We want 
to make sure our stock will appeal to 
the customers in the new large office 
buildings that up all 
around. In recent months we have 


are going 
put more emphasis on our lower end 
styles but we have not cut down the 
depth of our higher priced lines. 
“While he said, 
“selling has been more difficult, for- 
tunately for retailers, the industry has 
become more alert to styling prob- 
Most 
manufacturers are making a stronger 
effort to help the retailer. 
However, the things that 
business for the retailer also give him 
trouble. The increased use of color 
and the many different styles offered 
today mean that the retailer must 


in recent years,” 


lems, to customer problems. 


improve 


carry a tremendous stock. Then, at 
the end of the season, he’s left with 
odds These things hold 


turnover make 


and ends. 
down, low 
profit industry. 


“The major problem facing the shoe 


ours a 
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Tra le 


retailer is determining what you want 
A wo- 


man’s shoe store, for example, can be 


to mean to your customers. 


a comfort store, a price store, a fash. 
ion store. Ours is fashion. We at- 
tribute much of our success to the 
combination of fashion and service. 
We give our customers every possible 
service: charge accounts, repair ser- 
vice, foot registries for women going 
overseas, custom fitting. Our sales- 
men are not clerks. They are quali- 
fied shoe fitters. We realize that un- 
less the shoe fits and is comfortable, 
the customer won't be satisfied. If 
she is not satisfied, she won’t return; 
and our business depends on cus- 
tomers returning. Each man tries to 
get to know just what his customer 
wants; determine what shoe will give 
her the greatest comfort and still sat- 
isfy her fashion demands. He remem- 
bers these things so that when she 
returns, he can again fit her properly. 
It is these little things that mean cus- 
tomer satisfaction, continued business 
and success.” 


* * * 


RAY BENNIGSON, newly-appointed 
sales manager of Penaljo division, 
Hamilton Shoe Company, St. Louis, 
offers this theory for successful shoe 
selling: “In shoes, the best results are 
achieved when we sell to strength 
in depth. This assures a clean stock 
and a chance to do reorder selling, 
profitably to the retailer. For those 
who specialize in casual shoes, I 
believe the outlook is fine; if we stick 
to our last. The casual, busy lives of 
women today has brought the casual 
shoe into greater prominence and 
has made it an important part of 


the shoe wardrobe.” 
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“Many shoe salesmen (working on a 
percentage basis), in order to make 
a quick sale, don’t bother to fit the 
right type of last on their customers’ 
feet but try to fit them in the size the 
women ask for. That’s wrong,” de- 
clares CON PROEHL, assistant man- 
ager of Joslin’s Downtown Women’s 
Shoe Salon in Denver, Colorado. 





“That is exactly why a lot of women 
‘sold’ on the 


pointed toe or other new fashions. 


have not been very 
Many salesmen are not willing to give 
their time to show the women that 
they can be just as comfortable in 
pointed toes, or other extreme styles, 
if they have the right type of last 
fitted to their feet. It is unfortunate 
that many women are sold misfits to- 
day. You might as well have a shoe 
automat, the way some people sell 
shoes, and eliminate a lot of your sell- 
ing costs. Salesmen must remember 
that many women are prone to try 
to fit their ideals instead of their feet 
If a 
can remember to think of tomorrow 
and build up a satisfied personal trade 
in addition to selling the walk-ins, he’s 


going to be more successful in the 


as they actually are. salesman 


long run.” 
* * * 
“We can look forward to an accelera- 
tion of good business, following the 
slow period we have gone through,” 
says GEORGE RIVERA, manager of 
the Service Shoe Store in West War- 
wick, R. I. 


“T expect 1959 to be a good year. 
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One thing in our favor is that Easter 
comes early and, from my past expe- 
rience, that generally gives us an extra 
pairage business from our regular 
customers. The average customer in 
this store buys six pairs of shoes a 
year: and I believe in 1959 this will 
increase to seven. 

“An important part of our business 
will be in women’s high style shoes. 
In recent years we have done about 
50 per cent of our total business in 
these novelty shoes. High styles are 
as important in a small town as they 
are in a larger city. Women read the 
same magazines, watch the same tele- 
vision shows and see the same styles 
as do the women in larger cities. They 
will buy if they are given style.” 

= * + 

“There is a quality about the pointed 
toe and thinner heel in this year’s 
women’s shoes that makes the style 
go well with almost anything a woman 
wants to wear,’ says FRED ROLL. 
manager of the Wyman Shoe Stores 
in Baltimore. “This certain something 
accounts for some of the style’s popu- 
larity and quite probably will allow 
it to survive for all of next season 


and perhaps into another year.” 
& wt + 


“WITH SO MANY TALL WOMEN, 
you'd think in New York one might 
buy a pair of Size 11 shoes with a 
high, slender heel, in an attractive de- 
sign . . . slings, mules, open-T’s. . . . 
However, much to my dismay, in 
checking numerous shops in New 
York, one is unable to find an attrac- 
tive high-heeled shoe. Medium heels 
are available, and some pumps in the 
less attractive styles; but such is not 
the case in fashionable shoes. It seems 
almost a crime that one must order 
shoes from towns three thousand 
miles away or from as far south as 
Florida— when _ those 
towns are so much smaller than New 
York 


manufacturer is located in New York. 


Jacksonville. 
not to mention that the 


I certainly object to putting tall girls 
into medium heels and old-fashioned 
shoes merely because they’re tall (with 
feet to match their height) simply be- 
cause shorter people, controlling the 
business and promotion, have decided 
high-heeled 


shoes, that are also attractive.” 


they should not wear 
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Profile... 


by ESTELLE G. ANDERSON 








RICHARD PALTER 


VERYONE who knows him calls him “Dickie” . . . 


that he is thirty-one years old, married, has a son eleven years old 


despite the fact 


and a daughter, seven. However, he is anything but juvenile in his 
approach to life, his work, his hobbies. The explanation. as far as the 
industry is concerned, is simple. It probably stems from the fact that he 
has been part of the shoe industry ever since he was born. He learned 
about shoes before he learned his A.B.C.s; and while other children were 
whipping around on tricycles and whooping their shrill wild west “Hi-Ho 
Silver.” he was busily examining and considering either a last or a pull-over. 

We are, of course, referring to Dick Palter of Palter DeLiso . . . who 
has been carrying on in the tradition set down by his father, Dan Palter, 
when he started manufacturing fine, high grade women’s shoes back in 
1920. In 1926, Vincent DeLiso joined the firm; and that was the begin- 
ning of a fine friendship and association, geared to giving fashion-con- 
scious women the kind of shoes they wanted in style, quality and fit. 

In the intervening years, Palter DeLiso has gone through all the eco- 
nomic upheavals . . . the ups and downs that beset the industry as a whole. 
But it never compromised on any of its principles. Came a time in 1957, 
ten years after Dan Palter died, when the company went through voluntary 
bankruptcy. It settled with the creditors and resumed production in April, 
1958. Dick Palter, who was executive vice-president under the old set up, 
is now president of the present organization. 

Palter De Liso still controls all its own designing (Lee Molnar is back 
at her old job); manufacturing (the shoes are produced in Long Island 
City); styling and selling . . . Dick’s responsibilities. They have a new 
showroom at 16 West 55th Street in New York, ideally located . . . con- 
venient to all the uptown hotels where the majority of buyers stay when 
they come to New York; and close to the high-grade retail shops and 
department stores for window shopping and comparisons. 

In the belief that high-grade shoes deserve surroundings that befit 
them (no pun intended), Dick Palter has created a living room atmosphere 

(CONTINUED ON PAGE 59) 
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\ distinctive and exciting Pattern Portrait is this extremely soft 
outdoor casual in new Wash ‘n Wear irridescent fabric. The 
tastefully simple lines and enique construction promise a new 
dimension in men’s styling impelled by the Wash ’n Wear trend 
Extremely versatile. in dark striped colors this style is also adapta 
ble for wear with dinner jackets. The elastic gore insert provides 
a snug fit while the very softness of the shoe and the microcellular 


sole assure lightness in wearing. Contrasting lining enhances the 


red. gold. or silver fabric of the upper. By Culver Mfe. Co. 
: P} 
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Shoe Wardrobe in White 


This will be another year for white. In 
the spring apparel market the combination of 
black and white will be very big, with white 
the basic color and black the accent. From 
Paris comes the report of white coats and 
suits at many leading Couture houses. The 
majority are showing white evening gowns. 
White accents black and navy. 

White shoes, of course, go with everything, 
with all the brilliant or delicate colors in 
clothes as well as with white. To many wo- 
men a white shoe is the right accent for all 
their summer clothes. This is your oppor- 
tunity to sell them a white shoe wardrobe. 
Never has there been more emphasis on the 
right types of shoes for occasion clothes. 

We have illustrated here six shoes to sug- 
gest the right types for just about every kind 
of costume. In your white shoe orders you 
have, doubtless, included these types. If you 
do not have them all, you probably have 
several. We suggest you display them to- 


Waist length navy cashmere jacket 
trimmed with navy and red gros- 


We 


grain bands, over sleeveless white cS 
sharkskin. Vera Stewart Original. = 





Photograph courtesy Couture 
Group of the New York Dress 
Institute. 










Spectator tie on 15/8 stacked heel 
in washable white shrunken grain 
calf with turftan trim. British 


ms Dressy daytime pump on 17/8 
heel. Opened-up vamp for lighter 
summer look. Foot Flairs. 
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White shoes are for every occasion, from by ELEANOR M. RUTTY 


flats and sports to heels and evening types. 





gether as an idea for a white shoe wardrobe. 
Point out their perennial smartness, beauty 
and practicality—so easy to keep clean these 
days with washable leathers and good cleaners 
on the market. 

Why not show a mannequin all in white 
with a touch or two of color in jewelry and 


matching scarf or belt—just a touch, no more. Asymmetric spectator strap on flat 


stacked heel in crushed leather. 


And show another mannequin in one of the 
Cobblers. Y 


lovely summer costume colors—turquoise, 
pink, yellow, green or lavender—wearing 
white shoes and one other white accessory. 
Other accessories should match the costume 
color. If mannequins are not available, try 
using fashion photographs or drawings. 
The head of a casual shoe department of 
a leading style department store expects white 
sandals to be very important this coming 
summer; shoes on “little heels” to sell about 
the same as last summer. The general ex- 
pectation in this department is for white 
business to be about equal to 1958. The same 
prediction was made by an authority in a 
leading style chain store. In both stores, 
smooth leathers — calf and kidskins — are ‘ 
slated to be the most important white leathers. ee wae nek peg ae 


White fabrics for dyeing should play a big day-into-evening wear. Carmel- 
letes. 










part in the chain store. 


Sabot strap in white calf trimmed 
with mudguard in black calf, the 
cutouts resembling fine eyelet em- 
broidery. One of Millerkins’ 
“doilies.” 





Three-eyelet ghillie sport tie on 
cork wedge heel and rubber sole. 
Swan. 
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by VIRGINIA MARSHALL 


This feminine, unlined slipon uses a 
perfed, pinked, high rising tongue 
effect to carry eye out to distinctly 
tapered toe. Crepe sole. Active Duty. 


EE that young lady coming in 
your store? The one in the 
white uniform? She’s a nurse, 
waitress, beautician, technician, or in 
some related field that demands a 
uniform and white footwear. 












High cut slipon with elasticized instep 
inserts serving both functionally and 
decoratively. On cushion crepe for 
40-hour footweek comfort. By Clinic 
Shoemakers. 





SLOT es, 








Four eyelet, link pig plain toe blucher 
By 


with snug fitting heel feature. 

















Waitress-favored for absorbing hard- 
floor shock, newsworthy Ripple Sole 


increases shoe weight, decreases foot /; 
fatigue. High-cut glove leather blucher 
has boxed toe, fluffy felt tongue lining. 
By Sport Specialty Shoemakers, Inc. 
* % € 
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“Sise Up” That 


Size HER up—not her feet! If you 
understand her attitude toward career 
shoes you'll do a better job of selling 
her. She can become a steady customer 
who buys utility pairs because she 
wants them, in place of an occasional 
dropper-by who picks up a pair of 
whites because she simply has to have 
them. 

Let's put this white- 
uniformed young lady against a mea- 
suring stick and really size her up. 
She is between 18 and 25 years old, 
probably 20. She came to nursing 
school, the doctor’s office, the coffee 
shop, or the beauty shop within a 
very short time after graduating from 
high school. As a recent teen-ager, 
she was accustomed to having lots of 
pairs of shoes for lots of occasions. 
She bought freely, willingly, delighted- 
ly umpteen pairs each year for several 
years. She is an easy mark for multiple 
sales. After all, she has been ac- 
customed to that kind of buying. Her 
habit pattern is on a firm footing. 
She will buy any shoes that come up 
to her standards of newsworthiness. 


typical 


But what happens when she dons 
her white uniform and starts to work? 
She buys one pair of clumpy, heavy 
utility shoes dispiritedly. She buys 
because she has to—not because she 
wants to. She wears them day after 
day and when they are worn out she 
buys another pair, also dispiritedly. 

When you size up your uniformed 
customers against a yardstick, you 
will see that most of them fall in this 
bracket: Extremely Receptive To New 
Ideas In Career Shoes. 

Why are these young ladies re- 
ceptive? Because they have followed 
a vital-to-them plan of looking ap- 
pealingly feminine day after day. In 
high school, let’s face it, they chased 
the boys. Appealingly feminine foot- 
wear helped them in their chase. 
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Young Lady in White--- 


Understand her and you'll understand her 


career-shoe needs and wants. Perception can 


produce extra utility shoe business for you. 









Now as careerists they aim at earn- 
ing a living. But they aim also at 
catching a husband. Today’s young 
ladies know the man-hunt value of 
femininity in apparel, in hair-dos, in 
manner of speech and manner of 
acting. All of these ladylike techniques 
the girls carry over to their careers 
as nurses, beauticians, medical tech- 
nicians and the like. Smartly styled 
shoes rank high on their lists of 
favorable attention getters. 

Modern uniforms have lost that 
stiff starchy look of bygone eras. 
wash -and-wear cottons, 
adroitly placed skirt fullness and con- 
vertible necklines all help make present 


Dacron, 


day uniforms softer, more form cling- 
ing, more appealingly feminine. But 
with these beautiful uniforms, can you 
expect nurses to put on clumpy shoes 
and look good? 

Any careerist must of course be 
efficient. Time was when secretarial 
efficiency meant a tailored skirt, tailor- 
_ed shirt, no make-up, slicked-back 
hair, black-rimmed spectacles and 
masculine-looking oxfords. Today all 
this is changed. The top paid secretary 
now wears a chic dress or suit, artful 
make-up, a becoming hair-do, contact 
lenses and needle toe pumps. Her 

(CONTINUED ON PAGE 68) 
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@ Captivating 
® Ladylike 
@® Queenly 
® Stodgy 
@ Dedicated 
® Willowy 
® Fluffy 
shoe of white kid features tapered ive, @ ‘Effervescent 
jou crepe pancake hedl eather sole, @ Cosmopolitan 
a tat caleuaat @ Determined 
®@ Pretty 





Glove-soft unlined slipon with double 
row of stitching highlighting moccasin 
front patterning. Shaped 10/8 wedge, 
leather sole. By Risque. 








A shaped 14/8 wedge prevents calf- 
muscle strain for many active career- 
ists. This white link pig slipon uses 
white calf for mudguard, wedge cover, 
i and bow effect. By Rhythm Step. 











Featherweight two-eyelet tie of smooth 
calf with moc-front accentuating tap- 
ered toe. Arrow-trimmed rayon laces, 
foam sole. 10/8 heel. By Vitality. 
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Bread and Butter at Fields 


A good children’s business is the foundation for this Des Moines store’s 
permanent customers. Forty per cent of the volume is from out of town. 


UT OF TOWN CUSTOMERS 

account for 40 per cent of the 

volume of the Field Shoe Co., 
Des Moines, which has just celebrated 
its 75th anniversary. A recent survey 
conducted by the proprietor, H. A. 
Alexander, showed every county in 
lowa represented on the customer list, 
an 80-mile 
100 or 


with many towns within 


radius represented by more 
customers. 

“A good children’s business is the 
foundation of a family shoe store, 
because it builds permanent custom- 
“Proof that 
it works is our record of serving fourth 


and fifth 


throughout Iowa, and even former 


ers,” says Mr. Alexander. 


generations of families 
residents from New Mexico to Mas- 
sachusetts.” 

Emphasis has been on children’s 
shoes since Mr. Alexander entered 
the firm in 1919 to build up this 
phase. Now the children’s shoe busi- 
ness is equal in pairage to the women’s 
shoe business at Field’s and surpasses 
men’s in pairage. 

A good fitting job is the mainstay 
of this customer confidence that has 


been built up through the years, ac- 
cording to Mr. Alexander. This em- 
phasis is embodied in the store’s long- 
standing slogan, “Better Fitting Foot- 
wear for the Entire Family.” 

“We get these youngsters from their 
earliest shoe wearing days and carry 
them right through high school,” Mr. 
“Later they 


back to us with their own children, 


Alexander says. come 


feet they 


The rewards are personal as well as 


whose want protected.” 


remunerative. Recently a mother 
came from a distant town to notify 
Field’s that her son had passed his 
tests for West Point, and good feet 
had entered into his selection, she felt. 
An lowa State College girl came in 
to tell Field’s her feet were best in a 
class of 235 girls tested at the college 
and she was sure Field’s perfectly 
fitted shoes had a share of the credit. 

Two hundred children called at 
Field’s on an afternoon just before 
school opened, when a local TV per- 
sonality made 
“Nancy” of the “Romper Room” pro- 
which Field’s has a one- 
minute announcement once a_ week 
featuring Edwards shoes. Each child 
had a chance to meet Nancy and each 


her appearance, 


gram, on 


received a souvenir. 
(CONTINUED ON PAGE 46) 


Above: The Field Shoe Co., Des Moines, 
is the largest independent shoe store in 
Iowa in volume. The open display shelves 
help customers sell themselves. 


Left: A group of children’s shoes is 
always shown with adult styles. Field's 
75th anniversary was featured in the 
windows throughout the year 
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HI-TOP RUBBER 


STORY « « « TOLD TO FARM PEOPLE COAST TO COAST 





NO BUCKLES OR ZIPPERS TO FOOL WITH! 


NEW TINGLEY PULL-ON BOOTS 


One Button, (but Four Buckle height) . . . 
featherlight, tough and long wearing. Just 
what farmers need for those rainy, muddy, 
even snowy days ahead. There’s enough 
hard work on the farm without lugging 
old fashion heavyweight boots around. 
Tingley Boots s-t-r-e-t-c-h- easily over any 
shoe you own for a really snug fit! Smooth 
rubber surface — both inside and out — 
washes instantly clean! And Tingley Boots’ 
unique self-breathing “bellows” action 
assures air circulation with every step. 
Your feet stay dry and comfortable all 
day long. 


“Like the weight. Easy to clean after 
working in them all day," says George 
W. Gorneyv, Bellwood, Illinois. 


TINGLEY HI-TOP WORK RUBBERS 
Do you own a pair of the popular Tingley 
Hi-Tops? Two Buckle height but no buckles 
are needed. Hi-Tops take the place of 
heavy, lined arctics, stand up under hard 
usage and .. .’’Take a load off your feet’. 
Boots, in rubber - $5.75, Neoprene - $8.95. 
Hi-Tops, in rubber - $3.75, Neoprene - $5.50 
If you don’t find Tingleys where you buy 
your shoes, write for catalog and nearest 
dealer's name. 


RUBBER CORPORATION 
RETR SS RNAI 


Rahway New Jersey * Established 1896 








And remember . . . 
you fit more people better, 


MADE NEW PROFITS FOR 
THOUSANDS OF TINGLEY 
CUSTOMERS. 


NOW TINGLEY'S 


ENTIRELY NEW PULL-ON 
BOOTS 


are becoming even bigger 
items. No zippers, no clamps, 
no fabric lining to snag—just 
one button and strap—molded 
as an integral part of the boot. 
Featherlight, easily cleaned in- 
side and out. The answer to 
snowy, muddy, rainy days in 
town or country. Thoroughly 
tested and proved by mer- 
chants and wearers everywhere. 


DISPLAY these NEW BOOTS. 
Cash in on the current adver- 
tising in: 

THE FARMER 

HOARD'S DAIRYMAN 
MICHIGAN FARMER 
NEBRASKA FARMER 

NEW ENGLAND HOMESTEAD 
OHIO FARMER 
PENNSYLVANIA FARMER 
POULTRY TRIBUNE 

PRAIRIE FARMER 

RURAL NEW YORKER 
WALLACE'S FARMER 
WISCONSIN AGRICULTURIST 


DON'T BE CAUGHT SHORT! 





with |/3 the inventory! 
THERE'S A TINGLEY DIS- 


TRIBUTOR NEAR YOU. IF 


NAME .. 


YOU DON'T KNOW HIM, ADDRESS 


WRITE: 
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CITY 


TINGLEY RUBBER CORPORATION 


903 Ross Street, Rahway, New Jersey 


ZONE STATE 


Rubber Footwear for Children © Adults © Mechanics ® Farmers 








ross-country 
news for 
children’s and 
boys shoes 


consumer 
campaign 
will 


STEP UP 





sales 
this spring 


Feature the shoes with the TALON Shu-Lok fasteners and watch sales grow! 


These sales-getting ads will get ...and in these leading national 
twin billing in these leading national magazines read most by boys... 


magazines read most by parents... 











gd 


J 


COMBINED AUDIENCE: 24,000,000 fa 
RETAILERS: write to Talon, inc., 43 East 51st St., New York 22, N. Y., 


Shu-Lok Fastener Division, for special retail display and promotion material 
to tie in your store with this special spring campaign. 


TALON, INC., SHU-LOK FASTENER DIVISION, MEADVILLE, PA. fastener 
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Salute to 
American Design 
JOYCE FORBES- BOB WANGER 


® In silhouette, the V-throat, and in colors, shades 
of gold are high on our list of fashion musts for 
Fall 1959 and are characteristic of the designs in 
this collection. Variety of silhouette and treatment 
can be attained by combining the new tie, strap and 
diagonal effects which harmonize so beautifully with 
the V-throat. 4 


4 


® Large shoe in center: new V-throat drawstring tie with 
tiny square toe and very new low curved heel in golden 
smooth leather. Above left: double needle toe, high- 
riding narrow instep strap, asymmetric V-throat, in bright 
gold brushed leather, trimmed in smooth. Below, top to 
bottom: ridged needle toe in very low-riding strap in new 
light golden brown suede, smooth-trimmed; asymmetric 
strap and outside d’Orsay line in greenish gold with tiny 
rhinestone trim; asymmetric V-throat effect in afternoon 
shoe in golden brown suede. 





vercoming Customers 


HERE are many erroneous ideas about shoes that 

must be overcome during the course of a sale. Only 

a comprehensive knowledge of your merchandise 
plus enthusiasm will help overcome such hindrances. The 
customer wants to feel she is purchasing the correct shoe 
with the proper fit, and at the right price. When making 
the sale, the salesperson must overcome any preconceived 
adverse ideas that the customer has about the shoe or 
the store. 

Some of the preconceived ideas constantly confronting 
salespersons are: 

1. Shoes made by hand are the best and worth a great 
deal more money than shoes made by machine. Of 
course, there is no doubt that there is a great deal of 
expensive labor that goes into a pair of handmade shoes. 
This may cost the manufacturer a great deal of money 
and thereby make the shoes very costly to the wearer. 
However, the shoeman should know that shoes will fit 
more consistently according to size when they are lasted 
and stretched by machine. This is so because standard 
pressures are used when the job is done by machine. 
For example, when lasting a size 7B shoe with the aid 
of a machine the pressure used in pulling the upper over 
the last is constant. so that all size 7Bs should have the 
same volume on the inside. All size 7Bs should fit exactly 
the same because they have the same amount of room for 
the foot. 

When a shoe is hand lasted, it cannot be pulled over 
the last with the same strength at all times. Therefore, a 
7B at one time may fit differently in the same pattern 
and last than another 7B. Different individuals may be 
pulling the uppers over the last with different pressures, 
thus causing all 7Bs in the same lot to fit differently. 
Usually, these will fit fuller than if the upper were lasted 
by machine pressure. 

Therefore, a handmade or hand lasted shoe does not 
necessarily mean that the customer can expect a better 
shoe. It may be more expensive but will not necessarily 
wear better or fit better. 

Price does not necessarily determine the quality of a 
shoe. Too many people feel that price is the determining 
factor in quality when purchasing shoes. There are other 
factors that must be considered such as comfort and 
wear. Unfortunately, shoes are a “blind” item in the 
eyes of the salesperson and consumer. Most manufac- 
turers have not implemented an educational program for 
the public. They also do very little in the way of train- 
ing the man at the fitting stool. Therefore, a very poor 
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A good salesperson armed with knowledge and enthusi- 
asm can usually overcome any argument that would pre- 
vent him from making a sale. 


selling job is done at the point of purchase. This hinders 
the progress of the entire shoe industry. 

2. If more information were imparted to the sales- 
person and consumer, the idea that only manufacturers 
who advertise widely manufacture good footwear would 
be overcome. In fact, the lack of information useful in 
selling shoes, may be the cause of the present demand 
for shoe labeling facing the industry. 

If more money were spent on conveying information 
to the trade through direct training methods or adver- 
tising in the trade publications, a better selling job would 
be done by the man on the floor. The customer would 
be taken out of the dark and would have more confidence 
in the salesperson. She would not have to rely entirely 
on consumer advertising to know whether she was get- 
ting a “fair” product. 

Many manufacturers who cannot afford or do not 
participate in consumer advertising are thereby penalized 
when they put their money in the shoes instead. 

3. The consumer also usually believes that the more 
money spent for consumer advertising, the better the 
product. The consumer and many times the salesperson, 
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SALES TRAINING SERIES 





Preconceived Ideas... 





ee 





— a - 
knows so little about shoes that the only thing that can 
be sold is what was seen in the women’s magazines or 
daily newspaper. Quality is rarely discussed at the fitting 
stool because so little is known about what constitutes 
quality. 

Advertising shoes in national magazines is not neces- 
sarily the answer to the problem. Of course, a customer 
may come into a store and ask for a shoe that was adver- 
tised in a woman’s magazine. But, if the salesperson 
does not know how to sell that shoe properly, the sale 
can be lost, advertisement or no advertisement—and many 
sales are—at the fitting stool. 

Consumer advertising will never be a cure-all in shoe 
distribution. 
namely, proper training for the shoe fitter. When the 


Something more essential is required 


manufacturer accomplishes this through direct means or 
publicizes the good points in trade publications so they 
can be absorbed by the retailer, the salesperson can sell 
something besides a picture printed in a consumer 
magazine. 

Advertising agencies must be alerted to this problem 
and be better advisors to their clients. If X dollars are 
ear-marked for advertising, the agency will not always use 
them to the best advantage of the manufacturer. The 
agency realizes more profit when ads are placed in expen- 
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Many of the custom- 
er’s ideas about shoes 

are wrong and the 
salesperson must over- 

come these precon- 

ceived ideas when 
making a sale. But he 
should never start an 
argument with a cus- 
tomer about the facts. 


by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N.R.M.A. 


sive consumer magazines. Therefore, not only manufac- 
turers but also advertising agencies must be impressed 
with the importance of using advertising money to edu- 
cate the salesperson as well as the consumer. 

4. Female customers believe that certain leathers should 
be worn only during certain times of the year. Suede 
has always been accepted as a fall and winter material 
and patent leather was always accepted as a spring and 
summer leather. 

These concepts don’t always apply. New and unusual 
patterns can change this type of thinking so that women 
primarily interested in fashion can always wear something 
“different.” During World War II the notion of alter- 
nating suede in winter and patent leather in spring and 
summer was discarded by order of the War Production 
Board. Today. no holds are barred when the shoes are 
attractive. Customers generally change with the demands 
of fashion. 
that soft suede is so 
fragile that it will not wear as well as a piece of sturdy 
side leather. Both are leather and in many cases the 
fibres of the suede may be more tightly woven, concen- 
trated and strong than the fibres in the side leather. 
Therefore, even though suede is softer, the chances are 
that it will wear better and withstand abrasion longer 


5. Another erroneous idea is 


than tougher looking leather. 
(CONTINUED ON PAGE 69) 
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BILLY SIXTY 


OS e 
REVOLUTIONARY NEW Sz K 


BOWLERS 





The most sensational innovation in bowling 
: since the installation of automatic pin setters is 
Flip to Open the all new Billy Sixty STRI-KING Bowler. 
Snap to Close Months of cooperative efforts on the part of 
designers, suppliers and manufacturer have 
gone into the development of this popular 
priced, superior bowling shoe. 
Exasperating shoe laces are gone for- 
ever... TALON SHU-LOK FAS- 
TENERS take over here . . . and with 
their excellent adjustable feature assure a 
quick comfortable fit, plus a neat, stream- 
lined appearance. Special leathers have 
been selected for lightness and 
softness with regard to neces- 
sary durability . . . and the 
STRI-KING Bowler is 
nail-less construction. 
STRI-KINGS are avail- 
able for men and women in 
a complete line of styles, colors 
and leathers proven most popular by actual 


bowler survey. 


oh Destined to OBSOLETE 


all other types! relations and sale promotion program is under 


way with practical endorsements from the 


An extensive, hard hitting advertising, public 


nations leading bowlers. 


One of the most respected names in bowling is BILLY 


SIXTY ... nationally syndicated columnist and author a 
of many helpful books, articles and instruction pam- TLL MOA, Kall 


phlets for bowlers. 


Because Biily Sixty’s advice and counsel in the de- . foe Advance Showdg i 


sign and evolution of this shoe has been most helpful, 
and because his name has always been identified with 


the “best in bowling”’, it is only fitting that the GREAT LAKES SHOE CO., Inc. 
finest in bowling shoes should be called the Billy OCONTO, WISCONSIN 
Sixty STRI-KING. 
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Footwear Production Trends 
By Price Lines, 1953-57 


Four years of price-line data with indications of im- 
portant trends in price-line mix are presented in this re- 
port from the National Shoe Manufacturers Association. 


HE trends in women’s shoe prices indicate that the 

shift in product-mix to lower priced sandals and 

playshoes has continued through 1957. The $3.00 
and under (at wholesale) category accounted for 56.9 
per cent of production in 1957, an increase from 53.6 
per cent in 1953. At the other end of the price scale, 
lines at $12.01 and over also increased their share of the 
market, thus reversing the down-trend of the three previ- 
ous years. 

These conclusions are among those drawn by the Na- 
tional Shoe Manufacturers Association from data cover- 
ing four years of footwear prices. The data have been 
presented in a report sponsored and paid for by the 


National Shoe Manufacturers Association and the New 
England Shoe & Leather Association. The data were 
collected by the U. S. Bureau of the Census. 

The report covers four years of price line data from 
1953 to 1957, with 1954 omitted because no study was 
made in that year. Production figures for 1957 are pre- 
liminary and subject to revision. The percentage dis- 
tribution figures are final, however, and will not be 
changed. 

The statistics for 1957 are based on reports from pro- 
ducers who accounted for from 80 to 90 per cent of total 
shoe output, except Women’s Playshoes and Sandals, 

(CONTINUED ON PAGE 58) 


PRODUCTION OF SHOES AND SLIPPERS BY PRICE LINES 
1953, 1955-1957 


Percent of Pairs 








Manufacturer's Selling 
Price - F.O. B. Plant 
or Warehouse 
(Dollars per pair) 


Women's Shoes 


Youths’ And Boys' Shoes 








1957 


1953 | 5 | 
(1956 sample) 


1956 1955 1955 
|(1956 sample) | axe: 
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Less than $0.61 (1) 
$0.61 -$1. 
$1.21 -$1. 9. 
$1.81 -$2. 9. 
$2.41 -$3. 20. 
$3.01 -$3. a2. 
$3.61 -$4. 19. 
$4.21 -$4. 
$4.81 -$5. 
$5.41 -$6. 
$6.01 -$6. 
$6.61 -$7. 
$7.21 -$7. 
$7.81 -$8. 
$8.41 -$9. 
$9. 31-$10. 20 
$10. 21-$11. 10 
$11. 11-$12. 00 
$12. 01-$15. 00 
$15. 01 and over 
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Total Production 


(000 pairs) (24, 235) (21, 751) (22,097) | (18, 134) (274, 178) (273, 417) | (270, 908) (237, 872) 


Est. Median Retail 


Price Per Pair** $5.92 $5. 98 $5. 67 $5. 58 $4. 63 $4. 80 $4. 68 $4. 85 


% of production 
covered 





| 75.2 


84.8 80.6 79.6 89.7 79.5 




















**Half the shoes sold each year for this figure or less, and the remainder sold for more than this figure. Retail price 
estimates based on assumption of 40% mark-up on retail price or 66-2/3% mark-up on factory selling price. 


(1) Combined with higher price line to avoid disclosing the operations of individual companies. 


(2) Combined with lower price line to avoid disclosing the operations of individual companies. 
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Bread and 


Butter at Fields 
(CONTINUED FROM PAGE 38) 

Mr. Alexander and his staff kept 
right on selling shoes while the chil- 
dren crowded the front of the store 
from 2 to 4 p.m. The day’s chil- 
dren’s shoe business was excellent. 

That the children took Nancy’s 
visit in all seriousness is shown by 
the attitude of one out of town boy 
who came too soon for her appear- 
ance. To console him, Mr. Alexander 
let the boy sit in Nancy’s chair. He 
left a note, “Dear Nancy, I sat in 
your chair. I bot your shoes.” 


A gift for every child makes up a 
substantial portion of the advertis- 
ing budget. Tops, balloons, mouth 
organs, or gadgets of similar value 
are given with each pair of chil- 
dren’s shoes purchased. Many a 
child has confided, “Mom wanted to 
take me someplace else, but I wanted 
to come to the store that gave me a 
present.” 

“We know these children and they 
feel that they know us personally,” 
says Mr. Alexander. “We treat them 
as our most important customers 
and they respond to this respectful 
treatment. They come into the store 





TYPICAL AMERICAN SUCCESS STORY 





but Fashion Somewhat in Reverse — 





Usually it’s children who want shoes just like those 
worn by elder sisters and mothers. The enduring 
richness of NYLOVEL in youngsters’ shoes, and 
the increased pairage sales for retailers, has im- 
pressed teen-agers as well as merchandisers with 
the desirability of this luxury fabric for older girls’ 


and women’s footwear. 


now NYLOVEL® 1s auuowne exrra 


BUSINESS FOR TEEN-AGE LINES. 


Be sure to have shoes of MARTIN’S NYLON 
VELVET in stock for Easter selling to the vast 
teen-age trade. It’s a sure way to build up your 


sales and profits. 


| 


NYLOVEL IS STOCKED IN 15 CHOICE COLORS 





j 


FABRICS CORPORATION 


48 West 38th Street 
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New York 18, N. Y. 


Aaama . Bada th OT... 


smiling, as we make the purchase of 
a pair of shoes a pleasant adven- 


ture. We try to incorporate the 
child’s wishes as to style, while we 
insist on perfect fitting. The result 
is customer confidence from the first 
visit! That personal contact is im- 
portant, and we strive to maintain 
it through our years of continuing 
growth. No matter how large we 
grow, we aim to stress the personal 
touch.” 

Newspaper advertising is Field’s 
principal form of promotion, ordi- 
narily carried in the Des Moines 
Sunday paper with statewide cover- 
age. Each ad shows specific shoes 
and brings out definitely the wide 
range of sizes, for which Field’s has 
become famous over the state. 
Women’s shoes range from 5A to 
11C in regular stock and men’s up 
to 14AAA, with several high school 
boys in the 7-footer basketball class 
regularly ordering 15’s. One woman 
came from out of town recently to 
buy four pairs of 11AAAA, in re- 
sponse to an ad. 

Emphasis is plaeed on complete 
stocks of leading brands, five major 
lines being carried in each classifica- 
tion, for women’s and men’s shoes, 
three major lines for children’s, be- 
sides certain shoes carried under 
Field’s own label. 

Direct mailings are used about 
four times a year, often a circular 
prepared by Field’s showing a com- 
plete list of 12 or more pairs of 
shoes of a certain brand, with com- 
plete information on the complete 
size range for each individual pair. 

“We prefer simple selling with an 
order blank, instead of pointless 
glamour in our mailings,” says Mr. 
Alexander. “This mailing goes to 
cur active customer list and is im- 
mediately effective. Also customers 
keep the circular for months for 
their future orders.” 

Repeat business on basic shoes is 
the bread and butter of Field’s. A 
size record system is kept on every 
pair of shoes sold. The out of town 
customers take advantage of this 
system, by sending in their orders 
by mail, assured of accurate fit in a 
brand they know. The mailings and 
newspaper ads both take advantage 
of the fact that the smaller shoe 
stores in the customers’ home towns 
cannot stock such a wide range of 
sizes, 

While repeat business accounts 

(CONTINUED ON PAGE 56) 
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Baltimore Retailers Conclude 
Washington’s Birthday Sales 


IN the Baltimore area, shoe men 
are busy completing their annual 
Washington’s Birthday Sales, 
which are a sort of second winter 
clearance and a prelude to the first 
big displays of spring fashions. 
This year the chance to stimulate 
some customer interest is particu- 
larly welcomed by most shoe re- 
tailers. 

Sales have been spotty in this 
area since the middle of January 
when the after-Christmas buying 
tailed off. Fashion shoes have not 
been in demand, generally, and cus- 
tomers shopping in downtown or 
suburban stores have been sticking 
to standard or sports types. 

A survey of a dozen shoe sellers 
turned up only one who actually 
was pleased with his February sales 
record. He is the owner of a store 
carrying a wide line of shoes for 
all the family. “Our sales,” he 
said, “have been rising steadily 
...” The merchant granted that his 
success was closely tied to his loca- 
tion in a bright, new shopping 
center where other businessmen 
are reporting good sales, too. 


Other shoe merchants described 
their winter sales as “just holding 
their own,” or “certainly not spec- 
tacular.”” A retailer whose business 
is located in an older, well-estab- 
lished neighborhood said only one 
word would describe his recent 
sales. That word was “lousy.” 

Terming the sales now underway 
Washington’s Birthday Sales is a 
misnomer. Actually most merchants 
begin their advertising and other 
promotion four or five days ahead 
of the holiday. And as February 22 
fell on a Sunday this year, the 
sales have been spread over parts 
of two weeks. 

Substantial price cuts to give 
good values are the normal thing, 
but one shoe man said that for his 
1959 sale he is offering some “really 
ridiculous” prices. These sales pro- 
vide the retailer a chance to move 
broken lots, discontinued patterns 
and, as the “ridiculous prices” man 
said, “anything that’s left on the 
shelves.” 

All but the very largest mer- 
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chants cover their windows during 
the Washington’s Birthday sales, 
broadcasting their special prices on 
the window coverings and using 
the privacy behind them to arrange 
their new displays of spring fash- 
ions. 

Although Baltimore area mer- 
chants have not started pushing 
their spring shoes, several said 
they had expected to have more 
calls for them than they’ve had so 
far because of the early Easter. 

“The fact that Easter is coming 
this month apparently hasn’t oc- 
curred to my customers yet,” one 
shoe man said. 


Chicago Shoe Retailing 
Prospers Despite Weather 


CHICAGO is rounding out one of 
its worst winters. Yet, the retail 
shoe business has managed to do 
reasonably well. Sale merchandise 
has held over longer than usual. 
However seasonal merchandise is be- 
ginning to sell at near normal rates. 
This has happened despite a record 
number of zero temperature days, 
heavy snow, and numerous days on 
which it rained or sleeted. 





HOLMES 
patent... 


a shining example of spring's 


prettiest look by Yus 








10.98 


A shopping blueprint is provided in the 
ad above. High heel, mid-heel, and medi- 
um heel T-strap. New Orleans (4 cols.). 


_ 


A prevalent joke among local re- 
tailers is that there’s one thing they 
aren’t selling a lot of—rubber goods. 
The truth is this has been one of 
those rare years when there’s been 
a top demand for rubbers, galoshes, 
boots, and all types of heavy foot- 
wear. Retailers have about sold out 
everything they had in stock. They 
could have sold a lot more. But re- 
cent winters have been mild and 
merchandising of rubber goods had 
become so hazardous that most in- 
dependents and a good many depart- 
ment stores and larger outlets kept 
stocks to a bare minimum. 

Retailers are now entering their 
heavy promotion period for spring 
shoes. They plan heavy advertising 
and as much window display as pos- 
sible. All hope to garner as many 
pre-Easter sales as possible. 

Right now patent is beginning to 
assume volume; it is top seller, and 
should continue to accelerate. Trim- 
med pumps, with buckles, bows, de- 
tailing, or contrasting treatments 
dominate in patterns. More open 
shoes are selling than a year ago. 

This means chiefly slings or instep 
straps, with little activity in san- 
dals. Sales of red, blue, and other 
colors are spotty thus far, except for 
purchases of shoes for southern 
wear. Low cut pumps with elastic 
laces have had good acceptance and 
were promoted aggressively. 

Casual sales have held up con- 
sistently. Heavy and novelty type 
soles have sold particularly well. 
Step-ins have been preferred, al- 
though there has been good activity 
in the new chukka and low cut boot 
adaptations. These are expected to 
sell well in light colors in both shag 
and smooth leathers all through 
spring. They should be even more 
important for back-to-school and fall 
selling. 


Severe Winter Cripples 
Detroit Retail Selling 


SEVERE winter weather that 
locked the Detroit area in a “deep- 
freeze” dragged retail shoe sales 
down for an entire month. 

The majority of retailers report 
sales at—or near—the level of this 
time a year ago, when the recession 
was responsible for the decline. How- 

(CONTINUED ON FOLLOWING PAGE) 
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ever, this year dealers are optimistic 
because they feel a break in the 
weather will herald a strong pick up 
in store traffic and sales. 

In the women’s shoe departments 
current sales are naturally heaviest 
in black patent. Closed, tapered 
pumps still lead the field, followed 
closely by deldi suedes in all the 
now colors. Particularly popular 
are April-in-Paris pink, Mignonette 
green, and Perla beige. And, in al- 
most every instance, matching deldi 
suede purses are sold to the cus- 
tomer. 

Choice of hee] heights is split ap- 
proximately 50-50 between the 23/8 
and 18/8. 

Growing girls’ and misses’ depart- 
ments report sales strongest in loaf- 
ers, gum-drops, and flats. Girls’ 
dressy styles featuring a Queen Ann 
heel are proving very popular. And 
the low T-strap is still selling well. 
Women’s casual shoes on Ripple Soles 
are quite successful in many stores. 

In the boys’ dress shoe category, 
new styles with a swirl design on 
the vamp are “catching on.”” Another 
well-liked pattern with the boys is 
a smoked elk moc-toe oxford with 
black stitching and a black crepe sole. 

Almost every store is cleaned out 
of snow boots! The heavy demand 
for boots after the first of the year, 
the winter’s second big rush, left 
shelves bare at a time when it was 
too late to re-order. 


Signs of Spring Multiply 
In St. Louis Shoe Trade 


HERE are the latest signs of 
spring in St. Louis: the happy ring 
of shoe store cash registers as sales 
tempo picks up; great drifts of arti- 
ficial flowers brightening shoe dis- 
plays; heavy shoe advertising; 
magnetic sunbursts of pink, blue, 
green and orange pumps drawing 
women in to buy—black patent! 

Women’s black patent pumps sold 
well all during February, with bone 
next in volume. Suburban depart- 
ments catering to the cruise-bound 
consumer report that more resort 
shoes moved during January and 
February than ever before in the 
history of the outlets. Men’s busi- 
ness has been good downtown, only 
fair in the suburbs. For some 
stores, clearances of men’s pairs is 
still in progress. Women’s and chil- 
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dren’s clearances have concluded, 
with a few pairs of women’s round 
toe patterns and casuals moved to 
downstairs department store shoe 
departments for a last ditch stand. 

Stix, Baer & Fuller has added a 
new line of dressy casuals, Jam- 
borees, aimed at the woman who 
feels responsive to style decrees 
yet needs the walking comfort of 
low heels. Designed with tapered 
toes, soft elegant -to-the- touch 
leathers, stacked spool heels or cov- 
ered dutch boy heels, the Jam- 
borees are selling well in slip-on, 
ghillie, strap and two-eyelet pat- 
terns. 

The broadest patent spectrum at 
present is in Famous-Barr Com- 
pany’s Sorority House shoe depart- 
ment, where every imaginable type 
and kind of women’s black patent 
footwear is displayed on one tiered 
rack. Patent leather patterns on 
open, easy-to-handle display in- 
clude heels from flat to spike, thick 


MEN’S SHOE SALE 


Just look at these famous names: 
BOSTONIAN SHOES 


Big savings on famous Bostonian classic 
wing tips, straight tips; choose plain or 
grein leathers .. . values at 


MANSFIELD SHOES 


savings, good looks,long weer... 
choose wing tip or straight tip style Mans- 
fields and really save! 


FRENCH SHRINERS 
cles oces te ace B7es 


tips. Smooth leather and grains. 





15°° 


12°55 


Mezzanine, Chacage, and suburban sieves 
‘ Jokes 









Above is the discreet but effective way 
fo mount a clearance sale. Classic styles 
are central. Chicago (3 cols.). 





to thin; toes from round to double 
needle; open toes, open backs, open 
shanks, closed shoes; vamp treat- 
ments from unadorned and tailored 
to “after five” dressiness. 

Besides patent, good selling 
spring patterns in St. Louis include 
an elastic vamp-laced mid - heel 
pump in a variety of colors; bright 
blue brushed flats; closed lustre 
calf pumps with feminine satin rose 
on vamp; three-toned pumps of 
bone, beige and tan; and medium 
green suede mid-heeled pumps with 
matching calf tip and heel. Green 
as a spring color is finding better 
than anticipated activity. It is too 
early to pass judgment on pink. 

Although T-straps seem to be 
well past their prime for women, 
they still reign as favorites for 
little misses’ black patent Easter 
shoes. Vanilla Ice is reported sell- 
ing well also. Demand for Vanilla 
Ice started in a limited way at 
Christmas and during January, 
but rose sharply during February. 
White for the early Easter is “rush- 
ing the season,” some mothers are 
saying. They are turning instead 
to Vanilla Ice for the light look. 

The David Wohl collection of 
“Shoes of Yesterday” was on dis- 
play at Stix, Baer & Fuller’s down- 
town store in February and at- 
tracted much favorable attention 
as an educational and interesting 
exhibit. Educational also was Van- 
dervoort’s downstairs shoe depart- 
ment display of “lifetime” heels of 
unbreakable plastic. Reprints of 
national, “Kiss The Cobbler Good- 
bye,” ads were tied in to the dis- 
play. 

The tornado ripped down radio 
and TV towers, utility lines, filling 
stations, tenement type homes, 
trees, billboards and a ferris wheel, 
but retail shoe establishments re- 
mained practically untouched. Dam- 
age to them was negligible and 
should not deter pre-Easter busi- 
ness in any way. 


Storm Helps Sell Rubber 
Footwear at Los Angeles 


A SUDDEN break in the weather 
brought about by the first good 
storm of the year and gave at least 
a temporary push to the purchase 
of outdoor cold weather footgear. 
As so often happens here if there 
is more than two days of rain or a 
slight possibility of snow there is 
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an extraordinary sale of rubbers, 
boots and fur lined casuals. 

The sales of ski boots and after 
ski boots have increased consider- 
ably over last year. The strength- 
ening of ski publicity and the open- 
ing of the huge Mammouth Moun- 
tain Inn in the Sierras has made 
the public more snow conscious 
and created a whole new set of 
buyers for this merchandise. 

As far as dress shoes for women 
are concerned, the emphasis con- 
tinues on black patent leather 
pumps. Sure, there are a lot of 
bone and white shoes shown and 
quite a few advance spring colored 
calfs in the windows but it is still 
a little early for mucH activity for 
these. 

If the cold weather keeps up 
wn. will still be strong buying in 
-patent and dark calf pumps. The 
“medium heels are doing a good 
business. The slim line heel has 
ovided the customer with looks 
a well as comfort. It would seem 

at the narrow heel, both in the 
very low and medium were a boon 

the industry. 

One retailer in the higher end 
lines has been doing well with a 
pump of black patent with a sun- 
burst of patent strips on multi- 
colored floral silk crepe. The cus- 
tomers have found this to be an ex- 
cellent way to dress up a black 
basic gown. 

Jags have kept up their popu- 
larity with the teenage girls. The 
teenage boys as a variance to the 
staple have continued to lean to- 
ward the desert boot and oxford 
with Ripple Soles. These types are 
also popular in men’s footwear. 


Black Patent Leather 
Still Tops at Boston 


BOSTON shoe retailers report 
that black patent is still the best 
selling leather for early spring. 
Smooth calf in lighter colors, how- 
ever, is a close second. Particularly 
good is bone. 

Generally speaking, the higher 
style stores have been selling more 
of these lighter colors than have 
those which cater to more conserva- 
tive customers. 

The Joseph Antell store at Zero 
Newbury Street had an early show- 
ing of ornamented pumps in a me- 
dium light blue, in two shades of 
rose and in a light beige. These 


March |, 1959 


News + Retail Trade 





were of smooth kid leather. The 
same two shades of rose plus yellow 
and light green appeared in pumps 
of suede leather. This promotion 
was followed one week later by an- 
other which included the traditional 
black patent; and navy, black and 
brewn in smooth calf. Despite the 
fact that kid leather appeared promi- 
nently in the first showing, it was 
reported that the bulk of Easter 
business will almost certainly be on 
calf. 

Another high style store, Craw- 
ford Hollidge on Tremont Street, re- 
ported an early and “fair demand” 
for colors such as deep pink, a me- 
dium light blue, bone and a true 
neutral—bone with a slight greenish 
cast. No strong demand for black 
patent had been noted during the 
first three weeks of February. 

Black patent, however, was said 
to be by far the best selling leather 
at the somewhat more conservative 
Franklin Simon store in Chestnut 
Hill. Bone, or light beige, was sec- 
ond. Light colors such as deep pink 
and apple green were third in order 
of importance. These, it was ex- 
pected, will contribute more volume 
during March. 

At Kennedy Clothiers on Summer 
Street a black patent pump with a 
matching bow of dull finished silk 
was found to be the best seller dur- 
ing late February. In second place 
was navy calf followed by bone. 


Since the close of the short cruise 
shoe season, few stores have been 
able to sell opened up patterns. The 
conventional pump with closed toe 
and heel has outsold all others. On 
these, varying types of ornamenta- 
tion have appeared. These include 
bows, some of ribbon and some of 
laces; interlacing on the vamp and 
even on the quarter; narrow, buckled 
straps across the vamp and others. 
Most of these types have been recom- 
mended for wear with suits. 


Sunshine, Approaching Easter 
Promote Colors at Miami 


THE approaching early Easter 
and perfect spring weather support 
the popularity of the light colors 
now dominating the Miami shoe 
market. Bone is definitely the lead- 
ing color. 

Although closed shoes are being 
shown the demand is for the open 
shoes in both medium and high 
heels. Two-tones in silks are good 
and white pigskins are showing 
greater strength. Walking weather 
is bolstering the marketing of 
wedgies. 

As always in this area, white is 
big and straws are beginning to sell 
well. Violets and lilacs are unusu- 
ally strong in demand, with orange 
and tangerine running a close sec- 
ond. Green is definitely off. All 

(CONTINUED ON PAGE 56) 




















PATENT AT A PRICE | 
BY RHYTHM STEP } 
12.95 AND 15.95 


Fashion puts its best foot forward in patent 


ry step. Patent 


with spring in eve goes pieces with lively 
prints and basic - 

bright colors are 
tailored styles. 
Step, the fashion shoes beloved for comfo 







+. you'll find Rhythm 
+ and quality, 





famous for their firm stand on down-to-earth 
prices. Patent accents from our hendbeg 
collection, $.95* and 8.95... belt, 1.25 

* plus tox 


Women's Shoes, street floor 


This ad uses the light touch to gain the reader's eye, then provides her with 
considerable information on prices and matching bags and belts. In tune with 


trend bows and open shoe are shown. 


Marston's, San Diego, Calif. (8 cols). 
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Why did Eddie Alberts reorder these 


Wellco FOAMTREAD Casuals 
within only 19 days? 


“‘We never had such a winner in shoes,” says Eddie 
Alberts. And he ought to know. In only 19 days, 124 
pairs of Welleco FOAMTREAD Casuals moved out 

of his store. 

How does your casual business stack up against 
Eddie Alberts’? 

For further information about Wellco Casuals write to 
Joe Stanelli, Vice President in Charge of Sales. 





©1959 
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Foamtreads 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. 
In Canada, ‘‘Foamtread’’ Slippers are made exclusively by 
Kaufman Rubber Co., Kitchener, Ont. 
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Manutacturing News 





New England 


Most New England shoe manufacturers have completed 
their Easter and early summer runs. As late as mid-Febru- 
ary, however, a few had not. This, they report, was due to 
late buying in some parts of the country where general 
business conditions have not yet returned to normal. It was 
certain, these manufacturers said, that some of their cus- 
tomers would have to put up with late deliveries. Even 
overtime operations, it was pointed out, could not be ex- 
pected to help matters much. 

Even with the completion of spring runs, however, the 
usual lull is not developing as in previous years. Many com- 
panies are comfortably busy building up their in-stock de- 
partments in anticipation of fill-in orders immediately fol- 
lowing Easter. Others report having received scattering 
orders for late summer and early fall promotions. These 
have come from wholesalers and the larger chains. Most 
of the orders are for women’s dress and casual types. 

Although the leather market is quieter than it has been 
for several weeks, there has been a sharp increase in the 
sampling of fall colors. This started even before the Leather 
Show in New York, and included both calf and kid. 

Preliminary figures released by the U. S. Bureau of the 
Census show that, whereas the country as a whole produced 
2.6 per cent fewer shoes last year than in 1957, New 
England production gained 0.6 per cent. Massachusetts, 
which turned out 97,476,000 pairs, showed a decrease of 
2 per cent. New Hampshire, however, showed an increase 
of 3.1 per cent; and Maine, an increase of 1.8 per cent. 
New Hampshire production totalled 41,996,000 pairs; and 
Maine 49,952,000. 


Milwaukee 


PREDICTIONS that the first quarter of 1959 would be a 
strong one are being borne out, according to Milwaukee 
area plant reports. All manufacturers of children’s and 
men’s shoes queried indicated that their orders and ship- 
ments are at least a little ahead of last year. Factory 
spokesmen note that there is a “firmer tone to things - 
dealer outlooks appear to be somewhat healthier than they 
were a year ago.” 

Some stalling at price boosts instituted at the opening 
of the new year is reported. Dealers in the highly competi- 
tive eastern market areas were said to be reacting to some 
small price boosts by holding off on their large, volume 
orders. The price hikes had been originally accepted at 
the dealer level without a murmur. But, by mid-January 
minor rumblings were becoming evident. Front office word 
is that the resistance has been leveling out within recent 
weeks, as price climbs have become more generally ac- 
cepted throughout the industry. The biggest problem in 
price adjustment has been noted among the children’s lines. 

Spring footwear production and shipments to dealers are 
at their peak. Plants are working at normal capacity levels, 
with a few requiring occasional overtime periods to keep 
up with demand. Labor presents no current problem. Sev- 
eral firms report, however, that there is a dire shortage of 
capable clerical and stenographic help. 

Factory sales reps are out on the road making their final 
fill-in trips for spring merchandise. Meanwhile, plant bosses 
are busy huddling with style and promotion chiefs finalizing 
their fall line strategy. 
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Men’s shoe style trend may be veering in the direction 
of slightly heavier numbers. Dealers are looking with in- 
creasing favor in some areas to the plumper, meatier men’s 
shoes with good weight soles. The heftier shoe trend as 
yet, however, is truly barely visible. No drastic new ideas 
or patterns for men’s shoes are noted. On the color front. 
there is a decided gain in interest in dark—really dark 
brown—shoes for fall wear. 

Work shoe volume, a good barometer of business condi- 
tions, is holding at a stable level. 

Children’s shoe producers are doing an exceptionally 
geod promotional job with their gray brushed leather num- 
bers for youngsters and gray bucks for the big boys. 

In summary, according to one veteran footwear manufac- 
turer: “We’re cautionsly optimistic about the months ahead. 
Good accounts are still hard to get. There are plenty of 
fringe accounts around.” 


Los Angeles 


THERE has been talk that new blood is needed in the man- 
ufacturing organizations of the West Coast shoe industry. 
This is mostly aimed at styling and promotion, not at the 
production end. 

The feeling is that the prominence of “California Styl- 
ings” enjoyed a few years ago is lapsing. There has been, 
according to some, a sharp drop in their reputation through- 
out the country. For a while, due to excellent promotion 
and sharp advertising the West Coast was blessed with a 
respectful nationwide reputation. 

Some feel that the terrific drive has gone out of the in- 
dustry. They say that individuals have become more and 
more engrossed in their own problems and have withdrawn 
from working together for the good of the industry as a 
whole. They add that if something isn’t done to rectify 
this, the good standing enjoyed by the Pacific Coast at the 
cost of much drive and ingenuity is going down the drain. 

There is no reason why California can’t become one of 
the top areas of the national shoe industry. We have the 
climate. the workers. and facilities. In spite of what is 
said about shipping, it must be remembered that the dis- 
tance is the same from the East Coast to the West Coast 
as it is from the West Coast going East. In addition we 
consume the largest single segment of shoe production in 
the United States. No reason we shouldn’t at least produce 
most of what we consume. 

All the foregoing, of course, could be just some downbeat 
conversation. Certainly production is at a high level and 
orders in hand point to a good year ahead. For every manu- 
facturer voicing the “going to the dogs” theme. another 
can be found who points to steady expansion of his own 
firm. Certainly outfits like Sbicca, Vogue, and Aranov don’t 
appear to be hurting, and Guild and Fashion Art are going 
strong with strictly California stylings. 


Chicago 


FaLy is gradually becoming more important than spring 
at the shoe production end. Preparation of fall samples is 
as urgent as production schedules of late spring and fall 
shoes. The samples are needed for sales meetings, for 
advance showing to some volume accounts, and for some 
preliminary road trips. This of course is to say nothing of 
the fact that the major shows are approaching faster than 

(CONTINUED ON FOLLOWING PAGE) 
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this area’s prolonged and severe winter might indicate. 

Although overall plans are still formulative, some definite 
trends are indicated. Roughly, they are as follows: (1) The 
introduction of novelty closures and fasteners on sport and 
casual shoes—men’s, women’s, and children’s. (2) Men’s 
light weight flexible styles have definitely become twelve 
month shoes. (3) This should be a good boot year. That 
means the growth of chukka and boot styles in light weight 
sports and casuals for women and children, in heavier 
versions for men. (4) Nylon velvet will probably carry 
over into greater importance in children’s shoes. 

Meanwhile, deliveries remain a serious problem. The 
better factories have had trouble getting their March shoes 
out in time. There are bound to be some serious delays, 
right up to Easter. Practically all factories have backlogs 
of orders, and some are running as much as 30 days behind. 
The situation is expected to be particularly acute by April 
1. This will affect shoes wanted all the way from now 
through May 15. More price increases appear inevitable. 
As manufacturers switch from calf to kip, the latter also 
goes up, hence indicating another price hike. 

This is the order writing season for rubber and storm 
wear houses. Retailers who have the capital have been 
stocking up better than in some years. This is due chiefly 
to the fact that severe weather pushed demand far beyond 
any expectations. Stocks are practically cleaned out. 

Also, this segment of the industry shows more sparkle 
and promotion possibilities than it has in some time. In- 
troduction of high fashion into women’s galosh and boot 
styles has helped spark sales. This includes paisley pat- 
terns in galoshes, slender heel and tapered toes in plastic 
boots, novelty closures on snow boots. Higher and shaped 
heels, tapered toes, color, and other styling details have 
also been added to snow and stadium boots, designed to be 
worn as shoes. 


New York State 


Most of the shoe manufacturers in New York State report 
business is good. Reorders on spring and summer mer- 
chandise have been coming in satisfactorily and production 
has been maintained at a satisfactory level. Delivery dates 
specified by the retailers are being met, in most instances; 
and there is a general feeling of optimism. 

Many buyers were in New York City during the last two 
weeks. Although they were essentially interested in the 
Allied Products and Leather Shows, with an eye towards 
fall, many of them had scheduled appointments with manu- 
facturers for the express purpose of filling in spring and 
summer stocks. 

White has been getting a very strong play and most of 
the reorders call for all white or white with luster or color 
trim. New spectator types feature white with blue, or red. 
Black patent leather is being reordered extensively. Good 
response at the retail level to luster calfskins and kid skins 
in all the lovely new colors has been reflected in substantial 
reorders placed with the manufacturers. 

There is a good deal of speculation about the new oval 
last. Many of the high style quality shoe manufacturers 
are putting in some of the new wood; but for the most 
part, the popular price factories are continuing to make 
their shoes on the single and double needle lasts. They are 
awaiting developments and reactions from the top echelon 
manufacturers before they invest in the new wood. 

First fall lines of shoes are about ready for showing and 
within the next week or two salesmen will be taking to the 
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road with the new samples. 

Shoe manufacturers are becoming more aware of the 
fact that there is a sameness about shoes. The important 
style and quality manufacturers are putting more emphasis 
on the idea of separates in shoes, similar to separates in 
apparel: whole wardrobe of shoes for the diverse activities 
and occasions. There is opportunity for broadening lines 
to include oval and double needles; open and closed types; 
high, mid and low heels, etc. 


St. Louis 


THE St. Louis tornado caused no serious damage to shoe 
manufacturers here, although several firms occupy locations 
close to the belt where major damage occurred. A few 
broken windows were reported. Personnel was late getting 
to work because of traffic snarls. The storm will have no 
effect on production or shipment of shoes from the St. Louis 
area. 

Shoemen are asking whether it will be dangerous to come 
to St. Louis for the Shoe Show April 12-15. The answer is 
no. The tornado will not have any adverse effect whatsoever 
on that event. There was no damage to the downtown sec- 
tion or to any of the outlying hotels where retailers may 
plan to stay during the show. The event is receiving un- 
divided attention from all manufacturers, and the national 
scope of the show has added an air of pre-show excitement 
over and above its usual state. More than 90 non-St. Louis 
firms have contracted for display space. This number is 
expected to be swelled by last-minute applicants. 

Area production continues at a steady pace, with reorders 
reported good to excellent from most sources. Salesmen are 
getting mixed reactions to women’s white pairs for summer 
Sales of whites are lively for some, definitely lethargic for 
others. Most houses are running ahead on whites, as com- 
pared to January and February of last year, but compari- 
scns should consider the fact that early 1958 was a re- 
trenchment wait-and-see deal for retailers. 

For some St. Louis manufacturers year-end and fiscal-end 
figures, as they filter through, show earnings off for 1958 
as against 1957. Pairs produced were down, along with net 
sales and income per share of stock. An investment bank- 
ers’ television program in St. Louis in February featured 
Robert O. Monnig, vice president and treasurer of Inter- 
national Shoe Company. During the course of the program. 
these observations came to light: technological improve- 
ments and easy-to-make sandal and casual types have cut 
national shoe workers from 230,000 employed 20 years ago, 
to a present 225,000; the female of the species makes shoe 
production a “stable” industry; shoes are being made better 
today than ever before; 20 years ago men walked and 
bought 2.02 pairs per year, now they ride in automobiles 
and buy only 1.72 pairs. 





The heeled type of mule came into fashion in the 1600s 
when Catherine de Medici, Henry II’s wife, approved high 
heels for shoes, and it’s interesting to note that this style 
now became an overshoe. Such protection was required, 
because shoes, those days, were very fancy affairs. They 
were not only fashioned with brocaded cloth, but they 
were also decorated with pearls and precious stones. This 
overshoe received a name as fancy as the footwear it pro- 
tected: It was called a “pantofle,” and it usually was se- 
cured by a ribbon which was attached to the front of the 
vamp. It extended to the ankle, where it was fastened. 
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GLOVE LEATHER 


by BREZNER 


These designs available to shoe 
manufacturers. Write for your 
free sketches TODAY! 


Softest ‘‘touch’’ in footwear. A rich, mellow leather, important as the slender, supple line of 
Fashion itself. Drum-dyed through and through. Clean-cutting. Economical. 


Already setting a new tempo in footwear styling, this versatile leather is available in a wide variety 
of weights . . . in every wanted color, including white. 


Send for swatches or contact our representative TODAY! 


-ZNER DIVISION | 
145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
“Fashion Right'’ Leathers from our Tannery, Penacook, New Hampshire 
ST. LOUIS, MO. CINCINNATI, OHIO NEW YORK and PA. MIAMI, FLORIDA ORIENTAL EXPORT 


H. B. Avery Co. John A. Spille Co. Homer Bear Jack G. Mendelsohn Liebman & Cumming 


MONTREAL, QUE., CANADA MILWAUKEE, WIS. ROCHESTER, N.Y. LOS ANGELES, CALIF. San Francisco 
Stockton & Sedgwich Harold |. Stewart Graham Bros. Sales Russ White Co. Calif. 


Handbag Representatives: NEW YORK, N.Y., Chilewich Sons & Co. 


Representatives in All the World's Leading Leather Markets 
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LOOKING AT IT SQUARELY 


Could your customers ask for 

anything more than the incomparable comfort, sty!- 
ing, Construction and good taste, of this new Bass 
Weejun* Tie for men? 

Looking at it fairly . . . try a tie-inf promotion as 
your springboard to livelier selling. 


#This Advertisement will appear in 


MESQUIRE ....... June 


@ SPORTS ILLUSTRATED. Junet 
@ NEW YORKER - - June sé 


Style 6110 — Fine grain leather; 
two-eyelets; double leather 
soles and heels; popular square 
toe — in Tobacco Leaf Brown. 
Also in Black (#6111). 





2 ose 
“@ squarely 


Who could ask for anything more 
than the incomparable comfort, styling, 
construction, and good taste of this 
wonderfully wearable new Bass 
Weejun* Tie. New Brown father 
shoes, with apparel Blues. 


originators of Weejuns* 
, 


G.H. BASS 4 CO., 46 MAM ST., WILTON, MAINE 


Sales Come 
Naturally 
When You 
Feature 
aes Originators of Weejuns* 
G. H. BASS & CO., Dept. BS-3, Wilton, Maine «+ 


| last five years. 


614 Marbridge Bidg., N. Y. C. 1, N. Y. 


\Work Shoes 


Each Customer an Advisor 


MESA, ARIZ.—Making a “personal advisor” of each 
work shoe customer is a simple bit of merchandising 
psychology which has sold a bigger volume of work shoes 
each year for Joe Selleh Men’s Wear, here. 

Mr. Selleh’s store, on the fringe of the huge cotton acre- 
ages east of Phoenix, and near citrus ranches and orchards. 





| dairy farms, and major industries new to the Phoenix area, 


has diversified his work shoe line tremendously during the 
Whereas, only a few years ago, three styles 
of work shoes, all in the same price bracket, were enough 
to take care of the market. Selleh has now found it neces- 
sary to offer more than a dozen choices and three price 
ranges. He also does an “individual selling job on each 
individual customer.” 

Selleh, naturally, likes to sell better priced work shoes, 
which show a larger profit, but more than that he likes to 
make sure that the customer will come back again when 
time for replacing the original pair comes along. Since 
many of the industries in the area are new and there was 
thus no personal experience with footwear, Selleh made a 


| point of encouraging customers to make their own selec- 


tions—and then pass along their experiences to him. 

The Mesa shoe retailer simply asks each customer if he 
would make it a point to let Selleh know how he is getting 
along with his work shoes whenever he is in town. He tells 
the customer to come in and have a cup of coffee, sit down 
and rest in the air conditioned store while on shopping trips, 
etc. 

In this way, Selleh began getting first-hand reports on 
the suitability of each type of work shoe in big electronic 
parts manufacturing plants, large dairy operations, a huge 
aluminum plant, and, of course, in the cotton fields and 
orchards. He tallied the results carefully and used the 
information as it was accumulated to build up a profound 
“work shoe bible,” which guides him in all of his planning. 

Now, Mr. Selleh has a thick folder of personal testi- 
monials from people in almost every occupation which re- 
quires work shoes, convenient to back up the claims which 
he makes in selling first-time visitors. For example. if a 
postman comes in and reports that he has been newly as- 
signed to a suburban or rural route, and will have to walk 
lenger distances, Mr. Selleh automatically recommends a 
soft leather, reinforced high shoe with a soft toe, which is 
one of his top numbers for policemen, mailmen and clerks 
who stand on their feet through the day. If the customer 
seems a bit dubious over the price, Selleh can produce testi- 
monials which customers have willingly signed, and among 
which are bound to be several names which the customer 
He uses the same system with farmers. in- 
orchardists, cotton field workers. 


will recognize. 
dustrial plant workers, 
and the like. 

The Men’s Wear store likewise keeps up a continuing file 
of customer size registrations, so that a rancher, for ex- 
ample, who has little time free during the busy season for 
buying new shoes can simply telephone in or send a post- 
card and have them shipped. 

Although the reason why today’s galoshes bear this 
odd name is apparently unknown, it is a fact that it’s been 
with us for a long, long time, and the word has been 
spelled in all kinds of different ways: 

In 1388 when the Countess of Derby made a list of her 
belongings they included “botews (boots), souters (slip- 
pers),” and “one pair of galoches.” In 1687 a man named 
Judge Sewall wrote to a friend, “Send my mother Shoes 
& Golowshoes to carry her.” 
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Lawrence 
Keena 
is tanned 
twice! 


Once for good looks 
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Once for good wear 


Children’s shoes need leather that will take 
the punishing activity of the young and look 
good, too. Keena by Lawrence is such a leather. 
It is tanned twice to assure longer wear and 
good looks. You offer more and your cus- 
tomers get more with Lawrence Keena. So tell 
them about it and you’re bound to profit. 

Another “‘tanned twice’ Lawrence Leather is 
FINA. A.C. Lawrence Leather Co., a division 
of Swift & Company (Inc.), Peabody, Mass. 


rOnCce?e_ 
KEENA 


THE BETTER PART OF BETTER SHOES 








Bread and 
Butter at Fields 

(CONTINUED FROM PAGE 46) 
for a large amount of both out of 
town and in-town volume, the ac- 
quiring of new customers is not 
neglected. 

Field’s sends a baby book to all 
new babies born in Polk county, 
along with other advertisers, Field’s 
being the only shoe store repre- 
sented. Cards come back, showing 
that the babies, or rather, their par- 
ents, received the book, and a check 
can be made of the number coming 
in a few months later to be fitted in 
their first shoes. 

Also Field’s subscribes to a new- 
comer service with a credit report, 
assuring a selected list of their wel- 
come to open a charge account at the 
store. 

The Field Shoe Co. was founded 
in Des Moines by Frederick Field 
in 1883. For a time it was known 
as the Elwell-Field Shoe Co. Mr. 
Alexander joined the firm Feb. 1, 
1919, became a partner with T. Fred 
Jacques later, and upon Mr. Jacques’ 
death in 1942, became principal 
owner. 

The store moved to its present en- 


larged and more central location, 
710 Walnut Street, in 1948. Many of 
the employes have been with the 
store 20 years or more. All are high- 
ly trained as specialists in fitting 
shoes. Novelty shoes as well as basic 
shoes are promoted by the store, 
principally standard lines of national 
prestige. The selling price range for 
women’s shoes is $12.95 to $23.95, 
and for men’s, $10.95 to $24.95. 

“We have been established in 
downtown Des Moines for 75 years, 
and expect to continue for many 
years more,” says Mr. Alexander. 
“We feel a downtown location, in- 
stead of a shopping center area, is 
essential, because our out of town 
friends, accounting for 40 per cent 
of our volume, must be able to find 
us conveniently.” 

Associated with Mr. Alexander in 
the corporation of the Field Shoe 
Co., are Mr. M. L. Schuetz and Mr. 
L. R. Kennedy, both of whom have 
been with the store more than 20 
years. 5 i dd 


Retail Trade 

(CONTINUED FROM PAGE 49) 
shades of blue are up with Dior 
blue still holding its own. 


There has been some shopper re- 
action to gunmetal and one store 
has held a promotion on clear vinyl 
with gunmetal, white or copper 
trim. New in playshoes are colored 
plastic types with Italian-type 
rounded heels. The colors include 
gay yellows and reds, two-toned 
turquoises and whites. The play- 
shoes are priced for budget selling. 

The needle toe pump is still good 
and one buyer reports a continued 
demand for pearlized leather with 
glazed tile blue and bone. The 
style is the most popular with 18/8 
heels. 

Men are buying loafers and the 
square toes with buckle trim. 

Milton Marcus, vice-president of 
I. Miller, was here recently to pre- 
sent a collection of I. Miller shoes 
consisting of more than 200 rarely- 
seen styles. The collection is the 
entire sample line from which 
stores all over the country select 
their shoes. 

As a whole, business is off in the 
Miami area for this time of year, 
according to most managers, but 
with ideal weather and an early 
Easter, they are optimistic. ®@® 





= CONVERTIBLE 


SHOE AND BRACE COMBINATION 


The Convertible shoe features a built-in serrated 
disc, that attaches direct to the brace . . . allows 
more accurate settings. The Roto-Lok insert is lo- 
cated in the proper spot, eliminates guess work. 
No rough edges to tear bed clothes. Simple to 
apply. Saves a pair of shoes, can be worn night 
and day. 


ROTO-LOK 
€ INSERT 


A knurled nut screws into 
the insert in sole of shoe 
holding the brace firmly in 
the position the doctor 
desires. 
BAR INTERCHANGEABLE 


WITH FILLAUER CLAMP 


me EQUINO-VARUS 
ADE TYPE OR RIVET-ON BRACE 


1 OFF. 
MARK Res us 


MANUFACTURED EXCLUSIVELY BY 
R. J. POTVIN SHOE CO., BROCKTON, MASS. 


PROTRACTOR 
EMBOSSED ON 
SOLE OF SHOE 
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PRODUCTION OF SHOES AND SLIPPERS BY PRICE LINES 





Manufacturer's Selling 


“Men's Dress Shoes** 


1953, 1955-1957 


Percent of Pairs 





Men's Work Shoes* 








Price - F.O. B. Plant 
or Warehouse 


(Dollars per pair) 


1957 
(1956 sample) 





1956 1955 1953 1957 


(1956 sample) 





Less than $0. 61 
-$1. 20 
. -$1.80 
.81 -$2. 40 
-$3. 00 
-$3. 60 
-$4. 20 
-$4. 80 
-$5. 40 
-$6. 00 
-$6. 60 
-$7. 20 
.21 -$7.80 
.81 -$8. 40 
- 41 -$9.30 
. 31-$10. 20 
$10. 21-$11. 10 
| $11. 11-$12.00 
| $12. 01-$15. 00 
| 


(1) 


= 
© 





~ 


SPE PE RRR ODO pw op 
NOCCOs S$ DBODWWOAN Wee Dw 


$15. 01 and over 


| Total Production 
| (000 pairs) 
| 


Est. Median Retail 
Price Per Pair** 





% of production 
covered 








* Includes military production 


** Half the shoes sold each year for this figure or less, and the remainder sold for more than this figure. 
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(77,877) | (78,087) (26, 254) 


$9. 13 $9. 23 $9.55 


82.8 88.3 











82.7 





(27, 775) (25, 784) (22, 648) 


$9. 27 $8.62 $9.60 


78.7 81.2 80.3 














Retail price 


estimates based on assumption of 40% mark-up on retail price or 66-2/3% mark-up on factory selling price. 


(1) Combined with higher line to avoid disclosing the operations of individual companies. 


(2) Combined with lower price line to avoid disclosing the operations of individual companies. 


Footwear Production Trends 
(CONTINUED FROM PAGE 45) 
where 65 per cent of output was 

analyzed. 

The following are some additional 
highlights in pricing trends, as 
pointed out by the NSMA: 

Men’s dress shoes wholesaling at 
$6.00 and less increased from 56.6 
per cent of the market in 1956 to 
59.9 per cent in 1957. Good news 
for the higher end of the industry 
is that the $12.01 and over range 
moved up from 3.6 per cent in 1953 
to 4.7 per cent in 1957, thus revers- 
ing a prior down-trend. 

The bulk of misses’ and children’s 
shoes sold in the $1.21 to $3.00 price 
range; this share increasing from 
54.7 per cent in 1953 to 60.0 per 
cent in 1957. The 1957 analysis pro- 
vides separated figures for misses’ 
and children’s shoes but since sepa- 
rate figures were not available for 
earlier years, this analysis is for 
misses’ and children’s shoes com- 
bined. 

The median price for youths’ and 
boys’ shoes rose from $5.58 in 1953 
to a high of $5.98 in 1956 and in 
1957 fell slightly to $5.92. There has 
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been a great deal of shifting be- 
tween price lines, however. Produc- 
tion in the $3.01 to $3.60 category 
has fallen from 23.6 per cent in 1953 
to 11.8 per cent in 1957. The $2.41 
to $3.00 group has risen from 15.3 
per cent in 1956 to 20.8 per cent of 
total production in 1957. 

The NSMA points out that the 
price-production data released in 
October, 1958 (BooT AND SHOE RE- 
CORDER, Nov. 1, p. 70), are not com- 
parable with the previous years due 
to heavier coverage of the industry 
in that year only. Therefore, no 
trend comparisons were made at 
that time. 

(ADDITIONAL PRODUCTION TABLES WILL 
BE FOUND ON PAGES 64 AND 68) 





H. Scheft Company of Boston 
Lists Executive Promotions 


BOSTON — Several promotions 
and changes have been announced 
within the executive ranks of the 
H. Scheft Company, which operates 
more than 60 shoe departments and 
stores in New England, Pennsyl- 
vania and New York. 

Ted Scheft, vice-president and 





former fashion shoe merchandise 
manager, now heads a newly estab- 
lished expansion planning and de- 
velopment division. Saul Kaplan, 
who has been women’s and chil- 
dren’s merchandise manager, has 
been made vice-president and gen- 
eral manager. He is succeeded as 
merchandise manager by Melvin 
Ehrlich, who has been fashion shoe 
buyer and manager of the Guild 
House, a Scheft-operated, high- 
grade shoe store on Tremont Street 
in this city. 

David Shalek, Ehrlich’s assistant, 
becomes fashion shoe buyer. Jack 
Gold has been named coordinator- 
manager of Guild House opera- 
tions; Louis Bidel, formerly con- 
troller, now heads a new store op- 
erations division, being succeeded 
as controller by his former assis- 
tant, Frank Ewing. 

Harvey Ehlman, former manager 
of Sibley’s fashion shoe salon in 
Rochester, N. Y., has been promoted 
to coordinator-manager of the new 
Bonwit-Teller operations in Phila- 
delphia and its nearby suburbs of 
Jenkintown and Wynnewood. 
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Profile: Richard Palter 
(CONTINUED FROM PAGE 32) 


in his showroom. The furniture is 
in the Directoire tradition. The 
dominant color scheme is turquoise 
and black, subtly offset by soft hued 
warm beiges and neutrals. Tic, tac 
toe louvred panels slide open to re- 
veal next season’s line of shoes. It 
is all subdued but very effective and 
gives the buyer the psychological 
. reason for buying the shoes and as- 
sociating them in his mind with the 
ultimate customer .. . the time and 
place she will wear the shoes. 

Palter DeLiso initiated many in- 
novations in women’s shoes. How- 
ever, the original concept was to 
make a complete line of fine shoes 
for the women of America—from 
the basic walking types of the open 
toe, open back to closed high fashion 
evening shoes. Dick subscribes 
wholeheartedly to that idea. He is 
still making the basic things that 
are necessary and important to his 
retail customers in the high grade 
field. The line consists of five open 
and eight closed lasts, from the 
rounded oval toe to the pointed. He 
has some very strong beliefs with 
regard to the direction in which the 
industry is headed, also its prestige. 
He says: “I think the fashion shoe 
industry, particularly in New York, 
is the only segment of the apparel 
industry that I know of that today 
still retains the world style leader- 
ship in the United States, rather 
than Europe. 

“Regardless of what people say, 
there is more new shoe fashion born 
in this country than in any other 
part of the world. While we pay a 
lot of lip service to the foreign in- 
fluence, there are still more things 
originated here in the United States 
than abroad.” 

Dick believes very strongly in the 
idea of a wardrobe of shoes, similar 
to the concept of the complete ward- 
robe in apparel. He feels that wo- 
men should have a variety of shoes 
for the many occasions and activities 
of the day and evening. For too 
long, all women’s shoes have looked 
alike . . . all made on the narrow last. 
The shoe the woman bought for 
shopping was the same 18/8 pump 
she generally wore in the evening 
... the only difference was perhaps 
leather for morning and afternoon 
and silk for evening. 

“We are going to go back to the 
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slightly rounded toe,” he says, “as 
an adjunct to the pointed toe. With 
this new oval toe, we will begin to 
create a separate look. The pointed 
toe will continue in the very dressy 
shoes but I think now we will be 
able to present to women a different 
look for each time of the day... 
which has not been available under 
the set-up where there were only 
pointed toes. There should be a cer- 
tain look for evening and a different 
look for shopping and other activi- 
ties. 

“As for open shoes, I think they 


will come back . . . in new versions. 
The fashion cycle will make its turn 
and, within the next two years, open 
shoes will definitely be back as part 
of the wardrobe of shoes.” 

Dick has two hobbies . . . shoes 
and golf. . . . He would like to di- 
vide his time evenly between them 
but that hasn’t been feasible or pos- 
sible for a long time. So... he com- 
promises. He spends 95 per cent of 
his time in the shoe field and takes 
his golf, seriously or not, during the 
rest of the time. © @ @ 





STRAIGHT 
AND 
STURDY 
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MAewredie 


THE KEY TO FOOT-BALANCE 


IN STOCK 
B46 Boys’ Black 
B44 Boys’ Mahogany 


Correct fitting with properly 


designed shoes can help youngsters develop 


straight and sturdy legs. 


Alden-Pedic boys’ 


shoes are scientifically designed to accommo- 


date any prescribed corrections. For normal or 


problem feet, Alden-Pedics are America’s finest 


quality shoes for boys. 


Cc. H. ALDEN SHOE COMPANY 
Coaslow Boolmakers Since 1884 
BROCKTON, MASSACHUSETTS 
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“Sell One Can of Polish 
Three Pairs of Shoes” 


HARDY STORES PROVE IT’S EASY WITH KIWI! 


Additional tests prove KIWI outsells other brands by 63%! 
Think what that does for shoe polish profits! 


Imagine a sales manager of a huge shoe store 
chain writing an unsolicited letter like the one 
shown at left. The KIWI bird must be a “good 
luck” charm as he says. 


Joe Long, Sales Manager of the Hardy Divi- 

sion of General Shoe, reports that almost every 
week since they’ve carried KIWI polishes, they 
have shown an increase in polish sales. They 
never knew they could sell so much shoe polish 
and make so much more profit until they 
switched to KIWI. 
Many of the stores actually sell a ratio of more 
than one can of KIWI to every three pairs of 
shoes sold. Think how that can boost your pol- 
ish profits! 


Additional tests have proved again and again 
that KIWI outsells other leading polishes by as 
much as 63%—where KIWI and competitive 
brands were displayed side by side. The KIWI 
bird can’t talk, but it can make your cash reg- 
isters sing a pretty song. 

And, that’s only. half the story. Remember 
the whole KIWI line too! And don’t forget 
KIWI Groomers and KIWI Shine Kits are won- 
derful gift items that can add still greater vol- 
ume and profits. 

Yes... the KIWI bird can be your best sales- 
man. He’ll satisfy more customers—make more 
money for you. 


FOR EXTRA PROFITS ORDER 
IEW E The World’s Largest Selling Shoe Polish 


KIWI 
KIWI 
tlm PASTE POLISH 
> EXTRA LARGE— 
FOR EXTRA 
PROFITS 


PASTE POLISH 


REG. 
WHITE SHOE 


CLEANER 


KIWI SHOE POLISH—BETTER FOR LEATHER 


KIWI POLISH CO., PTY. LTD., POTTSTOWN., PA. 
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™ PARENTS 


PARENTS’ MAGAZINE, 52 Vanderbilt Avenue, New York 17 
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GREEN SHOE MFG. CO. 
GOODYEAR TIRE AND RUBBER CO. (Neolite) 
HERBST SHOE MFG. CO. 

JUVENILE SHOE CORP. OF AMERICA 
TALON, INC. (Shu-Lok Fastener. Div.) 
BROWN SHOE CO. 

SEARS, ROEBUCK & CO. 
ENDICOTT JOHNSON CORP. 
CRADDOCK-TERRY SHOE CORP. 
SHOE CORP. OF AMERICA 
CURTIS-STEPHENS-EMBRY CO. AVON SOLE CO. 
ACME BOOT MFG. CO. UNITED STATES RUBBER CO. 
COLONIAL TANNING CO. G. R. KINNEY CORP. 
BLUE BONNET SHOE CO. 

JOHN IRVING SHOE STORES CORP. TRIMFOOT CO. 
DUNHAM BROTHERS CO. BRISTOL MFG. CO. 
TINGLEY RUBBER CORP. RIPPLE SOLE CORP. 
CAT'S PAW RUBBER CO. WELLCO SHOE CORP. 
AMERICAN BILTRITE RUBBER CO. 

TYER RUBBER CO. ALBERT H. WEINBRENNER CO. 





These companies are tieing in with the 


LEATHER INDUSTRIES OF AMERICA’S promotion 


in the April issue of PARENTS’ MAC “AZIN \E 


EBY SHOE CORP. 


FIVE STAR FOOTWEAR CO. 


MORAN SHOE CO. 
SIMPLEX SHOE MFG. CO. 
GILBERT SHOE CO. 
AMERICAN JUNIORS SHOE CO. 
FRIENDLY ACROBAT SHOE CO. 
VAISEY-BRISTOL SHOE CO. 
LEATHER INDUSTRIES OF AMERICA 


PARENTS’ MAGAZINE 
reaches more than 
1,800,000 families with 
well over 4,100,000 
growing children 

— biggest-buying, 

most responsive 
children’s shoe market 


in America! 





7, MAGAZINE > 
oy, we 
Erriseo * 





PARENTS’ Seal, outstanding 
selling force for children’s shoes—symbol 
of outstanding value to millions of mothers! 


MAGAZINE 


Chicago « Atlanta * Boston + Detroit » Los Angeles * San Francisco 
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(Continued from Page 58) PRODUCTION OF SHOES AND SLIPPERS BY PRICE LINES 
































1953, 1955-1957 
Percent of Pairs 
Manufacturer's Selling Misses' and Children's Shoes Infants' and Babies' Shoes 
Price - F.O. B. Plant -4—---_ —-4-_—- 
or Warehouse 1957 1956 1955 1953 1957 1956 1955 1953 
(Dollars per pair) (1956 sample)| Rae (1956 sample) 
Less than $0.61 -- (1) -- | -- 1.3 (1) (1) 2.0 
$0.61 -$1. 20 2.5 2.0 2.7 1.8 14.4 10.0 13.4 12.5 
$1.21 -$1.80 22.5 19.1 22.7 | 16.0 | 43.2 39.1 44.2 33.3 
$1.81 -$2.40 22.8 20.6 2:9. | 20.3 11.6 20.1 15.8 22.0 
$2.41 -$3.00 14.7 17.5 16.1 | 18.4 | 15.6 15.4 12.5 } 14.6 
$3.01 -$3.60 10.3 14.2 _ ae 18.6 | 7.5 6.9 10.6 11.3 
$3.61 -$4. 20 15.6 17.6 18.9 2.6. i 5.1 6.9 2.0 | 3.0 
$4.21 -$4.80 | 4.7 5.0 6.6 5.8 | 1.3 1.6 1.5 1.3 
$4.81 -$5. 40 5.2 2.8 2.1 2.4 | (2) (2) (2) (2) 
$5.41 -$6.00 1.6 1.1 os: 4 0.6 | -- -- -- -- 
$6.01 -$6.60 0.1 -- sr eS Bk 
$6.61 -$7. 20 en 6.3 ee ee AS ae 
$7.21 -$7.80 -- =% ree ie Ges (2) ue wa 
$7.81 -$8. 40 -- 7+ 
$8.41 -$9.30 -- | ss ve = } -- ie on ed 
$9. 31-$10. 20 - ae 
$10. 21-$11. 10 -- es ay a -- we aie es 
$11. 11-$12. 00 -- 
$12. 01-$15. 00 -- nae a oa oe ae -- -- 
$15. 01 and over -- -- -- -- i -- 
Total Production | 
(000 pairs) (76, 693) (74,449) | (74,539) (71, 445)| (37, 686) (37,192) | (38, 002) (37, 872) 
Est. Median Retail 
Price Per Pair ** $4.17 $4. 48 $4. 18 $4.67 $2. 82 $3. 07 $2.85 $3.12 
% of production 
covered 79.5 73.1 67.0 83.4 76.2 66.3 67.6 75.1 



































**Half the shoes sold each year for this figure or less, and the remainder sold for more than this figure. 
Retail price estimates based on assumption of 40% mark-up on retail price or 66-2/3% mark-up on factory selling price. 
(1) Combined with higher price line to avoid disclosing the operations of individual companies. 
(2) Combined with lower price line to avoid disclosing the operations of individual companies. 
1953, 1955-1957 


Percent of Pairs 




















Manufacturer's Selling ee a House Slippers | All Other Footwear (inc. athletic shoes) | 
he et -———__—— 
or Warehouse 1957 1956 1955 |} 1953 1957 1956 1955 1953 
(Dollars per pair) (1956 sample) (1956 sample) ae ee | 
5 a eS SS See ieee. |S eS eae eee Se ee 
Less than $0.61 | 3.0 (1) ~ ee oe ae a (1) SS Be 
$0.61 -$1.20 43.5 40.4 37.1 | 30.8 -- (1) (1) 15.3 
$1.21 -$1.80 20.5 | 22.5 19.6 24.9 10.4 me (1) | 2.7 
$1.81 -$2. 40 18. 9° 18.4 17.8 20.3 3.2 7.8 18.7 | 9.0 
$2.41 -$3.00 6.6 7.9 14.1 10.1 7.8 8.2 13.3 7.6 
$3.01 -$3.60 4.5 6.0 5.3 6.6 7.8 12.9 6.1 10.0 
$3.61 -$4. 20 1.5 1.6 2.3 2.0 17.3 10.1 10.2 10.6 
$4.21 -$4.80 1.4 1.9 0.6 0.7 9.2 12.3 14.6 16.1 
$4.81 -$5. 40 0.6 0.8 0.3 0.5 8.3 9.4 7.4 | 9.5 
$5.41 -$6.00 0.3 0.4 0.1 0.1 6.6 9.0 9.0 oe | 
$6.01 -$6.60 0.1 ns 6.7 4.5 
$6.61 -$7.20 -- (2) (2) 7.9 2.8 1.8 
$7.21 -$7. 80 a and 5.1 2.3 
$7.81 -$8.40 mn (2) (2) 1.6 id et 4 
$8.41 -$9.30 oe es we 1.8 | 3.7 
$9. 31-$10. 20 -- (2) 2.7 te ate 
$10. 21-$11. 10 -- Pe _ wid 1.0 2.6 
$11. 11-$12. 00 ao 1.2 $4 Ss 
$12. 01-$15. 00 -- -- = ae 0.4 2.0 2.1 (2) 
$15. 01 and over ae os 1.0 (2) 
Total Production 
(000 pairs) (70, 901) (67, 754) (68,069) | (59,670) (9, 656) (10, 326) (8, 093) (6, 303) 
Est. Median Retail 
Price Per Pair** $2.18 $2. 45 $2. 53 $2. 63 $7. 40 $7.58 $7.13 $6.53 
% of production 
covered 66.6 57.7 62.0 67.1 73.6 56.1 50.3 71.8 



































**Half the shoes sold each year for this figure or less, and the remainder sold for more than this figure. Retail price 
estimates based on assumption of 40% mark-up on retail price or 66-2/3% mark-up on factory selling price. 


(1) Combined with higher price line to avoid disclosing the operations of individual companies. 
(2) Combined with lower price line to avoid disclosing the operations of individual companies. (Additional Table Page 68) 
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eet drawn on the “East Bank of the These figures, however, are only 
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TOE LASTING wr 






The sensitive feel neede@fe fine flat lastin nity 
Higher production throu wered operatigg———=— 
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Here is a new standard of oper#ting ease—~ 
’ a manually controlled, power-assisted machine 
using sound toe lasting principles proven on 
billions of pairs of shoes through years 

of successful operation. 


Power does most of the work but the operator 
controls the result. The Sinited., Power Toe Laster 
obeys a light touch promptly and accurately. 


See for yourself how this machine can help you 
improve quality and reduce operator fatigue. 


pitied. 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


SERVICE 
PARTS 
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Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 22) 


Bad check artists are doing a land 
office business, preying particularly 
on small business, FBI Director J. 
Edgar Hoover warns. 

Careless shopkeepers and other 
victims are giving these check fraud 
swindlers a “big assist” the nation’s 
top G-man adds. He reports, as ex- 
amples, a merchant who recently 
cashed a check signed by “U. R. 


drawn on the “East Bank of the 
Mississippi.” 

“The plague of fraudulent check 
passers is assuming proportions of a 
national pestilence,” the FBI chief 
says. The take from phony checks 
in 1957 was a whopping $535 mil- 
lion. 

In the 12 months ending June 30, 
1957, Mr. Hoover adds, the FBI ex- 
amined 30,903 bad checks having a 
face value of over $5 million. In 
the next 12 months, the figure jump- 
ed to 33,027 checks totalling $7.9 





Stuck,” and another which was _ million. 


These figures, however, are only 
part of the picture, he says, because 
many thousands more go unreported. 

To combat the problem, Mr. 
Hoover urges businessmen to forget 
the theory that acceptance of checks 
without specific identification of the 
writer is a necessary gamble. 


Well launched in a campaign for 
enactment is the Simpson-Keogh 
plan for tax incentives to encourage 
individual retirement programs. 

The House Ways and Means Com- 
mittee approves H. R. 10, a bill to 





QUALITY 


boys’ shoes that 

give you 
STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 



















features that guarantee their long wear, fine 

fit and genuine comfort. They're espe- 
cially crafted to stand up under the 
rough use boy’s shoes receive, and 


give the kind of wear that brings 


#9428 customers back! If you sell 
Sand buck plain- boys’ shoes, you owe it 
toe oxford, red foam 


onto anit tact, Galine to yourself to investi- 


twill lining, Nylon stitched, 
Combination last, Goodyear 
welt. Also in white buck as 

#9427, and grey buck with black 
foam sole and heel, as #9429. 
All IN-STOCK, B, 4 to 7; C, 3/2 to 7; 
D, 3 to 7. 


gate Brooks! 


ad 


check these 


unique 
features for 
longer wear 


Write today for 
FREE 

IN-STOCK catalog! 

THE WILLIAM BROOKS SHOE CO.—NELSONVILLE, OHIO | 















j help the self-employed arrange for 
their retirement. It is probable that 
the House will give the measure its 
support. And in the Senate, Sen. 
Morton, R., Ky., introduces an iden- 
| tical bill, S. 841. 
| Income tax deferment to allow in- 
|vestment in approved retirement 
|plans is the key provision in this 
| legislation. The qualified person 
| would be permitted to postpone pay- 
/ment of taxes on $2,500 a year, or 
10 per cent of net earnings, which- 
| ever is the lesser. His lifetime tax- 
| deferred investment could equal 20 
‘times the maximum annual deduc- 
tion. 

About 10 million persons in the 
U. S., including more than four mil- 
| lion small businessmen, are self-em- 
|ployed, Sen. Morton figures. He 
|maintains that Congress owes it to 
these people—“the very sinews of 
our free society’—to aid them in 
| starting self-retirement programs. 


The U. S. Supreme Court has been 
|asked to rule on a discount (fair 
'trade) case by the Justice Dept. 
| At issue is the right of a manu- 
facturer to refuse to sell to cut-price 


x | merchants in areas without fair 
| trade. 


| The Department wants the high 
cies to review a lower court ruling 
|which upheld the right of a drug- 


| maker to refuse to sell to merchants 


in Washington, D. C. who would not 
observe fair trade prices. Fair trade 
is not in effect in the nation’s capital. 

The Justice Department claims the 
lower court ruling permits a manu- 
facturer to enforce fair trade in 
areas in which it is not sanctioned. 
The lower court said there was 
no conspiracy between maker and 
dealer or wholesaler, and therefore 
the antitrust laws were not violated. 
eo 
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These selling features 


make sense to parents... 


sales for dealers. 


ONLY PRO-TEK-TIV HAS THEM ALL! 


BUILT-IN HEEL WEDGE There is an inside wedge in 
the heel to help keep ankles from turning in. The 
1/16” to 1/8” wedge, according to size, does not 
throw the shoe off balance. The Proeteketiv last, 
in all size ranges, is especially built to accommo- 
date the wedge. 











EXTRA HEEL FITTING AID There is a slight rise inside 
the shoe just in front of the heel bone. This helps 
to hold the heel in normal position and helps pre- 
vent the foot from sliding forward. 





LOWER OUTSIDE QUARTERS Proeteketiv Shoes Do Not 
Gap at the Sides and Will Not Slip at the Heel on a 
Heavy or Thin foot. 

The outside quarter of Proeteketiv shoes is 
lower than the inside quarter. This assures a snug 
fit just below the ankle and eliminates the possi- 
bility of the quarter rubbing the ankle bone. 





RIGHT AND LEFT HEELS are used on Proeteketiv 
shoes. They give added support to the inner part 
of the foot where it is most needed. 








DIFFERENT ARCH-HEEL HEIGHTS With the changes of 
Proeteketiv lasts, the arch height in Proeteketiv 
shoes is raised twice in each size range to help 
accommodate the normal development of the arch 
as it grows upward. Heel heights are also changed 
twice in each size range. 


BREAK-IN DIMPLES In the manufacture of Proeteketiv 
shoes, provision is made for a dimple or indenta- 
tion to form in the shoe insole when the shoe is 
flexed just before fitting. This ‘breaking in’’ pro- 
vides a natural rest, and the foot does not have 
to fight the shoe to form its pocket for the #1 
metatarsal. 
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FREQUENT LAST CHANGES Since the normal juvenile 
foot is constantly growing, it is important that the 
last be changed often enough in its contour to 
allow for this growth. Proeteketiv lasts are changed 
twice in every size range—other children’s shoes 
are made over lasts which change only once in 
each size range. 











With outstanding features like these to talk about, Pro-tek-tiv sales 
are easy and assured. Parents are quick to realize the extra value in 
Pro-tek-tiv children’s shoes—that they are getting something extra 


for their money. 


Pro-tek-tiv quality is always evident, too. So write today for our new 
Spring Catalog and information about the Pro-tek-tiv franchise. 
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Protekt 


for good fitting 


as the foot develops 
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(Continued from Page 64) 


PRODUCTION OF SHOES AND SLIPPERS BY PRICE 


1953, 1955-1957 
Percent of Pairs 





Manufacturer's Selling 


Total Shoes *** 





Price - F.O. B, Plant 
or Warehouse 


(Dollars per pair) 





1956 1955 





Less than $0. 61 
$0.61 -$1.20 
.21 -$1.80 
.81 -$2.40 
.41 -$3.00 
.01 -$3.60 
.61 -$4. 20 
.21 -$4.80 
.81 -$5. 40 
.41 -$6.00 
.01 -$6.60 
-61 -$7. 20 
.21 -$7.80 
.81 -$8. 40 
.41 -$9.30 
. 31-$10. 20 
$10. 21-$11. 10 | 
$11. 11-$12. 00 
$12. 01-$15. 00 
$15. 01 and over 





Total production 
| (000 pairs) } 
Est. Median Retail 
Price Per Pair ** 


(597, 648) 


$4. 77 


SOSSSP ENN SSAA 





_ 
_ 
~ 





— 
wo 


ee 
. . * . . . . badd 
Nu OF, he ee OD tO 


_— 


NY PMEORDBOS 
oO AFOOnwucowuw 
oO fF UOKR WO Or NW 


—_- ww 
o oso 
oo 


1.3 1.3 1.6 


0.8 
0 


4 0.6 0.9 





(591,757) | (585, 369) 





$5. 02 $4. 80 $5. 08 
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**Half the shoes sold each year for this figure or less, and the remainder sold for more than this figure. 
Retail price estimates based on assumption of 40% mark-up on retail price or 66-2/3% mark-up on 


factory selling price. 


*** Because two or more price lines may be combined in individual categories, these figures are 


approximations. 


(1) Combined with higher price line to avoid disclosing the operations of individual companies. 


SOURCE ALL TABLES: National Shoe Manufacturers Association and the New England Shoe & Leather Association — special study purchased from the 
Bureau of the Census, Department of Commerce, Washington 25, D.C. 





“Size Up” That 

Young Lady in White 
(CONTINUED FROM PAGE 37) 

efficiency is unquestioned. Fashion- 

right appearance connotes effi- 

ciency by today’s standards. 

With each season, the shoe in- 
dustry is providing more and more 
patterns in white utility shoes to 
coordinate with this new softness 
in uniforms. Many manufacturers 
are beginning to ask themselves: 
“Are we taking nurses for granted? 
Are we simply assuming that young 
women in white want the same old 
basics year after year? Are we 
overlooking their desire for a little 
higher styling—more femininity?” 

Some manufacturers are broad- 
ening their thinking and their pro- 
duction. Some retailers are expand- 
ing their buys to include lighter, 
more flattering, more newsworthy 
white utility pairs. And women in 
white are putting their stamp of 
approval on the expansion by buy- 
ing the new types of slipons, lighter 
wedges, two-eyelet ties, Ripple and 
grooved soles. 
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Not all 40-hour workweeks are 
40-hour footweeks. Many women 
have some work days when they sit 
down for hours at a time. Doctor’s 
office assistants spend a day at bill- 
typing; a day at bookkeeping; a 
day at lab report sheets. Beauti- 
cians give manicures sitting down. 
Student nurses sit down for lec- 
tures and class room hours. For 
these days, the retailer might do 
well to recommend an extra pair of 
whites, lightweight slipons per- 
haps, more for show than for go, 
but suitable to a sit down day. 

The careerist will unconsciously 
size up her own limitations on how 
much support she needs for her 
own special job. But retailers can 
count on her to take a smart stand 
on comfort, fit and quality. She 
will buy the smartest, most appeal- 
ing pairs that satisfy her individual 
support-requirements. 

Retailers could well point out 
subtly to every young lady in white 
who comes through the doors this 
maxim: never wear the same pair 
of shoes two days in succession. 


They can refer to the pay-off in 
foot comfort, in shoe longevity, and 
in health benefits. By plugging 
these advantages, retailers may 
quite possibly zero in on multiple 
sales. 

And what if the young lady in 
white abuses her feet by not pro- 
viding them with shoes that give 
a superabundance of support? Her 
feet are her living, granted. But 
if via appealingly smart appearance 
she catches a husband, who needs 
white utility shoes anyway? She’ll 
want white satin wedding pumps, 
more than likely. @ @ @ 


Russia to Buy Indian Shoes 

NEW DELHI, INDIA — The 
Soviet government has signed con- 
tracts with Indian footwear officials 
to buy another 250,000 pairs of 
shoes. In addition, negotiations 
are underway for a large contract 
covering footwear for East Ger- 
many, Bulgaria, and Yugoslavia. 

In 1956 and 1957, the U.S.S.R. 
ordered about 900,000 pairs of In- 
dian-made footwear. 
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Overcoming Customers’ 
Preconceived Ideas 
(CONTINUED FROM PAGE 43) 

6. Customers believe that a thick 
leather sole will wear better than 
a thin one. This is not necessarily 
true. The quality of the leather 
will depend on which part of the 
animal the hide came from. If the 
hide was from the bend of the steer, 
the leather will wear very well no 
matter how thin it is because the 
fibres are very closely woven. A 
heavier weight leather sole from a 
belly hide cannot possibly wear as 
well because the fibres are so much 
more loosely woven. 

7. Many consumers feel that im- 
ported shoes are better than those 
made in the United States. Again 
the shoe industry is losing out in 
the eyes of the public. All shoemen 
know that we produce wonderful 
shoes domestically. In fact, foreign 
countries are constantly amazed at 
the quality of our popular price 
shoes. They send over delegation 
after delegation to absorb our 
“know how.” However, unfortu- 
nately, domestic manufacturers do 
not take advantage of this situa- 
tion. They permit advertising of 
imported shoes to take the play 
away from them. We must become 
more original in our domestic styl- 
ing so that we can make what our 
customers want rather than permit 
foreign manufacturers to take the 
lead. 

Erroneous ideas can be very 
harmful to the man at the fitting 
stool. They are transmitted easily 
to other potential customers. A 
good salesperson armed with proper 
knowledge and enthusiasm can usu- 
ally overcome any argument that 
would prevent him from making a 
sale. When making a sale the sales- 
person should try to gauge the cus- 
tomer’s thinking about the shoes 
that are being sold—if misconcep- 
tions are present, it is easy to over- 
come them by agreeing at first and 
then gently leading the customer to 
think your way. Do not start argu- 
ing with the customer about the 
facts at any time. Find an avenue 
of agreement and then lead the cus- 
tomer gently and logically to your 
sales points so that the incorrect 
ideas can be overcome. Antagoniz- 
ing the customer is the worst thing 
you can do. Diplomacy supported 
by solid information should be the 
order of the day. @ @ @ 
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Shoe Retailers’ Association 


COLUMBUS, O.—The Columbus- 
headquarters Ohio Shoe Travelers 
Club has called for a statewide re- 
tailers meeting here May 4 to or- 
ganize an Ohio Shoe Retailers As- 
sociation. 

Mrs. Caroline Rund, office man- 
ager for the Travelers, said an or- 
ganizing committee is to be formed 
during March. 

Committee members then will in- 
vite shoe merchants from through- 
out the area to meet during the Fall 


to Be Organized in Ohio 
Shoe Fair (May 3-4-5). 

Each accepted applicant will be- 
come a charter member. 

Original conferees included 
John Morgan of Parkersburg, W. 
Va., and Larry Minor of Columbus, 
directors of the National Shoe Re- 
tailers Association; and William C. 
Short, president, Tony Maniace, 
secretary-treasurer, John L. Neff, 
director, and William Dodson, a 
member, all from the Ohio Shoe 
Travelers Club. 








DUNHAM'S 


IS 


Dunham's Tyroleans® for young- 
sters . . . soft glove leather, 
cushion insole glove leather 
lining, rib sole . . . the ‘‘cutest 
miniatures” ever sold. 


Great Scott®— ‘‘the perfectly 
fitting and proper’’ shoes for 
children! €Extra-fine craftsman- 
ship, extra-wear features! 


SERVICE BUREAU 


PARENTS; 


s 


NM. got 
CREM aT doo lie WOcur ad 
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ILLUSTRATED “4401p SPORTS AFIELD 
issue of Parents’ Magazine .. . 
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Brattleboro, Vermont 


ASKING 


1,800,000 
MOTHERS 
THIS 
LEADING 
QUESTION : 


TYROLEANS * 





“Which pair will | wear?" 1,800,000 mothers will be asked this question in the April 
a “leading” question that will lead many of them 
to your store! Be sure you have the profitable ‘‘answers" in stock: 
® for youngsters — all the style, comfort — and 
sales-appeal of Dunham's Tyroleans® for men and women! 
Great Scott® — America's top value shoes for children! An appealing variety of 
styles that retail profitably from $3.99 to $5.99! 

For complete information, write today. 


DUNHAM BROTHERS COMPANY ii. the cos 


n the Midwest by AINSWORTH SHOE COMPANY, Toledo 4, Ohio 


Distributed 


by DUNHAM BROTHERS COMPANY. Brattleboro 14, Vi 





The Retailer Speaks... 


“No longer can a retailer meet his 
figures with staple-type merchandise 
featured as his leaders,” emphasizes 
W. Oscar Beazley, assistant general 
manager in merchandising for Thomp- 
son, Boland & Lee, Inc. And in no 
other category is this truer than in 
items for young men, this Atlanta re- 
tailer maintains. 

The so-called babies” have 
grown-up, Mr. Beazley points out, and 
it is vital to plan promotions specifi- 
cally geared to teenagers. In the “Boy- 
Student” category, styles must be both 
attractive to the eye and to the pocket. 
This is true regardless of whether the 


“war 


parents or the young man pays. 

“Without offering any apology for 
showing a big increase in medium- 
price selling, and not accepting this 
as a grading-down trend, the fact must 
be faced that this group of customers 
is a growing one and knows what it 
wants and what it wants to pay.” By 
catering to these youthful demands, 
retail units can greatly increase sales, 
Mr. Beazley has found out. 

Typical of Thompson, Boland & 
Lee’s promotions for young men is a 
recent one that concentrated on new 
finishes in tan and brown leathers. 
Breaking through the black barrier 
with amazing ease was a high grade 
bootmaker stain on brown termed the 
“Patina” finish. Offered in several 
Winthrop shoes, this “Patina” finish 
showed action in all five Thomp- 
son, Boland & Lee units to the extent 
that fill-in orders went out the first 
week the shoes were on the shelves. 





W. OSCAR BEAZLEY 

Stepping into the RECORDER'S spotl- 
light .. 
general manager in merchandising for 


. W. Oscar Beazley, assistant 


Thompson, Boland & Lee, Inc., At- 
lanta, Ga. Working under Col. Oscar 
H. Thompson, Mr. Beazley’s responsi- 
bilities encompass five retail shoe 
units. 

Mr. Beazley, who will soon mark 
his 25th anniversary in the shoe busi- 
ness, started as a stock worker for 
Rich’s of Atlanta in 1934. He was 
then a student at Emory University. 
By 1937, his mind was made up—he 
would make men’s retailing his career. 
And, when Thompson, Boland & Lee 
left the Rich organization to open its 
own outlet in 1939, Mr. Beazley made 
the move too. 

He has been with the firm since, 
except for several years as a sales 
representative for a leading manufac- 
turer of men’s shoes. He was named 
the firm’s assistant general manager 
in merchandising in 1955. 





Dowel Mounted 
Rubber Toplift 


A NEW rubber toplift pre- 
moulded to a steel dowel pin has 
been developed by the Missouri Heel 
Company, St. Louis. The new “Silent- 
Step” lift is designed to give women 
quiet, comfortable, jar-free walking 
even on needle heels. 

The lifts are made of a secret 
patented rubber compound developed 
by the company, and are claimed to 
have long wearing qualities, plus ex- 
cellent resilience for absorption of 
pavement and floor shock. They are 
non-marking, with an abrasion test 
rating of over 600. 
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The steel shaft is threaded for 
approximately one-half inch near 
the insert end. Original insertion in 
the heel is made under air pressure, 





The Silent-Step lift. The second illustra- 

tion shows the lift completely inserted 

in a MOHECO heel and trimmed to con- 
form to the slim contour. 


e Literature 


How to Choose a Store Site 


The Selection of Retail Locations, by 
Richard L. Nelson. Illustrated. 422 pp. 
New York: F. W. Dodge Corp., $9. 

Should a business retailing to con- 
sumers be near a competitor? Should 
it locate in a shopping center? Do 
certain types of retailing operations 
have a negative effect on each other, 
although different? 

These factors and many others like 
them are comprehensively discussed 
in a new book entitled “The Selection 
of Retail Locations,” a study of site 
selections and business volume esti- 
mating for establishments selling 
consumer goods or services. 

The author, Richard L. Nelson, is 
a real estate economist. 


Starting a Small Business? 


WASHINGTON—Basic problems 
confronting those who plan to go 
into business for themselves are dis- 
cussed in a booklet issued by the 
Small Business Administration. The 
first in a new series of booklets— 
Starting and Managing a Small 
Business of Your Own—can be ob- 
tained from the Superintendent of 
Documents, Government Printing 
Office, Washington 25, D. C., for 40 
cents. 

Additional volumes in the “start- 
ing and managing series” will be 
published by the Small Business Ad- 
ministration at irregular intervals. 
The introductory volume highlights 
major problems in connection with 
starting a business. Specific steps 
are suggested to help the prospective 
small businessman arrive at sound 


decisions. 





a company official said, but replace- 
ment by retailers or repair shops 
involves only unscrewing, which 
automatically cuts threading in the 
heel itself. Replacement is said to 
be both quick and easy. 

Tests indicate that the ‘Silent- 
Step” may enable women who “sim- 
ply can’t wear” thin heeled shoes to 
find secure walking comfort on the 
spiked types. 





Harry Foster, cutting room fore- 
man for G. H. Bass & Company, 
Wilton, Me., has retired after 41 
years with the company. Mr. Wil- 
ton and his wife have just finished 
building a home in Wilton. 


Boot and Shoe Recorder 








gs gue i WAL RS 


A Shoe Shine Service on Wheels 








Oval Toes .. . Seasons . . . Color’s Role: 


Panel Airs Key Issues at SWE Luncheon 


NEW YORK—Hot issues in the 
shoe industry were discussed by a 
lively panel of experts at the recent 
Shoe Women Executives’ Leather 
Show lunch, the largest luncheon in 
the group’s history 

At the Waldorf-Astoria gathering, 
panelists were Mrs. Edith W. Bat- 
tles, fashion coordinator at Wood- 
ward & Lothrop, Washington, D. C.; 
Louis Liebson, vice-president of the 
French Room division of Edison 
Brothers, and Herbert Levine, presi- 
dent and owner of Herbert Levine, 
Inc. Chairman of the panel, Kathleen 
A. Casey, editor-in-chief of Glamour 
magazine, joined in. 

In a quick give-and-take, they cov- 
ered a wide range of topics and 
brought to light some interesting 
points of view. 

On oval toes, Mrs. Battles felt 
there is a place for a more rounded 
toe on a lower heel. Mr. Levine asked 
why a woman can’t have a choice in 
a store where the oval toe can take 
its place along with other toe shapes. 
Mr. Liebson thought that the oval 


toe is the best shape yet found in the 
industry’s 18-month search for some- 
thing new. 

On the jet speed changes in ap- 
parel silhouettes — chemise to Em- 
pire, etc. — of the past few months, 
Mr. Liebson said these had been too 
fast. Mrs. Casey agreed. Said Mr. 
Levine, there had been both good 
and bad chemises. 

The greatest influence of Italian 
styling in this country, the panel 
agreed, has been on casual types. 

Herbert Levine said it was the de- 
signers with their own factories who 
were able to adopt their style ideas; 
that America has plenty of creative- 
ness but many designers never are 
successful in having their ideas put 
into shoes. 

As to the importance of “shoe sea- 
son,” opinions differed but it was 
agreed that there were many such 
seasons, especially in certain areas, 
and that the back-to-school selling pe- 
riod was good for many customers 
outside the school and college cate- 
gory. 


Color as a factor for increasing 
sales of women’s shoes was noted as 
important—along with form or de- 
sign—by Mr. Levine. Buyers lack 
the courage to buy color, thought 
Mr. Liebson. 

“Has merchandising of shoes kept 
up with colors?” asked Mrs. Casey. 

On the question of a black suede 
revival, Mrs. Battles referred to 
this leather as “the liveliest corpse 
her merchandise manager has ever 
known.” It is a very “valid” color, in 
Herbert Levine’s opinion. “It is 
what you do with it” that makes the 
difference. 


Kinney Adds to Warehouse 

HARRISBURG, PA.—G. R. Kin- 
ney Corporation will build a $1 mil- 
lion addition to its shoe warehouse 
facilities near Shiremanstown, Pa. 
The company, which operates the 
largest distribution warehouse in 
the Harrisburg area, plans to have 
the structure finished about August 
1. It will be 300 feet wide and 1000 
feet long and of brick and alumi- 
num construction. The facility 
makes weekly deliveries to 469 re- 
tail stores in 46 states. 





Saddie Up Podne’... 


-+.THAT’S WHAT THE KIDS ARE SAYING...AND HERE 


THEY ARE...IN WIDE VARIETY...ALL IN-STOCK A-RARIN’ TO GO! 


SG Mester 
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884.-White, brown blucher; Goodyear 
stitched leather soles 4-8, white rubber 
soles 8! ,-3 

B 5'.-8 -2.40; C, D 4-8 —2.40; 

A, B, C, D 8',-12-—3.00 

A, B, C, D 12',-3--3.60. 


2867 _ White, black bal; Goodyear stitched 
leather soles 5'.-8, white rubber soles 
8',-4 

B, C, D 5'.-8—2.40; 

A, B, C, D 8!.-12-—3.00; 

A, B, C, D 12'.-4—3.60. 


March |, 1959 


3866 White, black bal; Goodyear stitched 
black crepe soles. 

B, C, D8! 5-12 —3.10; 

B, C, D 12!.-4—-3.60. 

2866 All gray bal, white piping, gray 
crepe rubber soles, same as #3866 


2633 White, black bal; Bonwelt white 
Neolite soles; sizes 5! 5-8 have two eyelets 
and one hook. 

B, C, D 5'.-8—2.85; 

B, C, D 8',-12--3.10; 


A, B, C, D 12'.-4 3.60 
§633 White, red bal, same as #2633 


5627. Smoke, tan saddie, Bonwelt red 
rubber soles 

B, C, D 5'.-8 -2.85 

B, C, D 8'-12--3.10 

A, B, C, D 12'4-4--3.60 

6627.-All white, white Neolite soles 
same as #5627 

3627 - White. black saddle, white Neolite 
soles, same as #5627 

B, C, D 8',-12 3.10 

B, C, D 12'.-4 3.60 

4627.-White, brown saddle, same as 
#3627 


STEP MASTER SHOES, INC. 
GREENUP, ILL. 
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HOLLYWOOD | A Shoe Shine Service on Wheels 


by Henry F. Unger 


ee A RETIRED 56-year-old detective, working on the con- 
clusion that most people like service and that most people 
like to keep their shoes in good condition, has come up 


| with a novel mobile shoe shine service in Phoenix, Ariz. 
His Friendly Shoe Shine Service, consisting of a 1948 


Dodge panel truck, equipped with a large assortment of 
shoe polishing items and a portable shoe shine chair, to- 
gether with his winning personality, is producing a good 


income for William M. Simmons. 
SHOE POLISH 


BRINGS YOU 


M 0 R SALES, 


PROFITS 


ONUS PAK DEAL 
4 FREE with 36 


You get 40 bottles of fast-selling HOLLYwWoop 
Sani-White, you pay for only 36. San - 
This offer will positively expire April 30, hts 
1959, and will not be renewed. Place Mali has 
your order now, and earn extra profits! et 2 His friendly smile and style are welcome at the Arizona 
SS Bre State Highway patrol, the Arizona State Highway offices, 
at swank motels, at larger business houses on the out- 
skirts of Phoenix. Seven days a week, Simmons or his 


iG two helpers roll his Dodge truck to various parts of 
AD CAMPAIGN Phoenix and set up for business. 












William M. Simmons, 56-year old retired Detroit detective, 

applies polish to shoes of Arizona State patrolmen on the 

Simmons-designed portable chair. The Friendly Shoe Shine 

| Service truck is in the background. Simmons calls at the 
patrol headquarters once a week. 


Two years ago, Simmons began to contact heavily popu- 
[Readers 35,000,000 lated areas, getting permission to park his Friendly Shoe 
. Shine Service truck during certain hours. Simmons was 

permitted by the managers to wander with his pickup 


Drea Readers 5 to wande 
shoe box through office buildings. Workers turned over 
Sani-White ad- | shoes to Simmons who polished them at his truck and 
ADVERTISED IN : 
vertising is the 18,000,000 returned them in a few minutes. The happy sound of 
biggest in its Readers | smiling Simmons, “Get a shoe shine from the Friendly 
Shoe Shine Service and we'll give you fast service,’ 


history. More 

people will know about it than brought more customers. Today, Simmons estimates that 

ever before! he services about 1000 rooms in motels and visits scores 
of offices. 


Possessor of a size 16 shoe himself, Simmons prefers 


certain shoes for shining but is prepared to handle any 
UILDS TRAFFIC FOR YOu type of shoe from the scuffed tiny child’s shoe to the 


muddy shoe of a rodeo performer. He has about 40 va- 


Brings Customers Back To Your Store! rieties of color. He uses only the best wax polish. Shoe 


laces, small repair jobs and pickups of large repair jobs 


$ H | A Off. are all part of the mobile shoe shine service. 
pecia I ermometer er Convinced that a business pi as his should be com- 
—— = : .—310 

















‘ | pletely equipped Simmons converted a kitchen chair into 
3 sans | a shoe shine seat. He added legs and a base which lifts 
All the ads will feature the Special Offer: a certified clini- the kitchen chair to an easier level for the customer. 


cal thermometer worth $2 for only 50¢. Your customers Placed outside near his truck, the shoe shine chair is one 
will want Sani-White, have it in stock so that you can of the best advertisements, particularly when occupied and 
sell them. when others are waiting. 


The Friendly Shoe Shine Service is kept active during 


ORDER FROM YOUR JOBBER—ORDER TODAY! | the week but it is on the weekend that the business mounts. 


| . . 
| During the annual rodeo at the Arizona State Fairgrounds, 
Hollywood Shoe Polish, Inc. Simmons and his two assistants can hardly keep pace with 


Richmond Hill 19, N. Y. | the customers. 
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Mr. Goecker, who lives in Minne JLo@gders . . . er’s decisions than any year in the past 


darada ” 














--- Salesmen on the Road 





Shows and Tax Exemptions 


REGIONAL shows are a recurring 
subject for discussion in shoe trav- 
elers’ associations throughout the 
country. Some 40 shows will be held 
during 1959. 

Currently a question has _ been 
raised by the Commissioner of In- 
ternal Revenue regarding the tax- 
exempt status of such trade shows. 
Some previous exemptions have been 
revoked. 

Last year, affiliates of The National 
Shoe Travelers’ Association, Inc., 
contributed to a fund, together with 
other national traveling salesmen’s 
organizations, to try a test case in 
this matter. The case concerns the 
revoking of the tax-exempt status of 
certain groups conducting trade 
shows. 

The case is being prepared at the 
present time by Washington coun- 
sel representing the Bureau of 
Salesmen’s National Associations, of 
which NSTA is a member. Leonard 
L. Silverstein has filed a formal re- 
quest asking the Commissioner to 
review a ruling made in 1958 under 
which many non-profit organizations 
conducting trade shows have been 
held subject to income tax at cor- 
porate rates. 


THE REQUEST points out that 
a previous ruling by the Bureau held 
that a non-profit organization operat- 
ing a trade show as its sole or prin- 
cipal activity failed to qualify as a 
business league. However, no con- 
sistent policy has emerged, and each 
case is being treated individually at 
present. 

Up to now, so far as is known, 
no shoe association has had its tax- 
exempt status revoked, but the recent 
decision raises the issue. One affiliate 
was given a tax-exempt status last 
month. 

Mr. Silverstein points out that 
since the excess of receipts over 
expenditures for such shows is 
negligible, the cost of administering 
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the tax will far exceed collections. 
In addition, he states, the small re- 
serves which sponsoring groups ac- 
cumulate as a working fund are 
hazarded by the present IRS policy. 

Edmund J. Trench, managing di- 
rector of NSTA, states, “Shoe fairs 
conducted by our affiliates, generally 
speaking, are conducted for the con- 
venience of the shoe retailers and 
shoe travelers. They are not con- 
ducted with the idea of making a 
profit. In 95 per cent of the cases, 
the shoe traveler pays the entire cost 
of the show. That means our entry 
fees are kept at a minimum.” 


More About Shoe Shows 


MEANWHILE, the associations 
themselves are giving their shows a 
thorough examination. One associa- 
tion has sent a questionnaire to re- 
tailers, asking for comments. An- 
other is sending periodic letters to 
retailers pointing out that the shows 
are held for their benefit. 

The matter of timing is a serious 
problem. The best time for the manu- 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evanston, IU. 


facturers is not good for the jobbers. 
The former want the shows earlier, 
the latter want them later. 

And on the economic side a sales 
manager of a good aggressive firm 
urges that regional shows be held 
even earlier than they are at present. 

“If the salesmen would get the 
regional shows earlier, they would 
not have to call twice on about 20 
per cent of their accounts. This 
means double expense. Elimination 
of this expense would give them a 
five or ten per cent increase in net 
income.” 


‘Gold Link’ Winners 


C. F. Goecker and R. P. Cassner, 
sales representatives for Misha- 
waka Rubber Company, Inc., Misha- 
waka, Ind., have been named 1958 
winners of the firm’s Gold Link 
Award. The awards, made annually 
to the firm’s two outstanding sales- 
men, were presented by M. B. Bar- 
rick, general sales manager, at the 
annual winter sales meeting. 

(CONTINUED ON NEXT PAGE) 








PHIL OKERSTROM 
= ®t 


(SEVENTH OF A SERIES) 


PHIL OKERSTROM, Freeman 
Shoe Corporation’s sales represen- 
tative for Iowa, evidently has al- 
ways had a strong affinity to men’s 
shoes. He’s been selling them for 
nearly 30 years now. He’s been so 





STARRING STAR SALESMEN: Phil Okerstrom 


successful that last year he won 
the Star Salesman Award for his 
company in a contest sponsored by 
the National Shoe Manufacturers 
Association. The award was made 
at the National Shoe Fair. 

Upon graduation from high 
school at the age of 15, Mr. Oker- 
strom went right into the men’s 
shoe business as a clerk for the 
Boysen Shoe Company, Cedar Falls, 
Iowa. He stayed there for 19 
years. He took over the duties of 
a Freeman wholesale sales repre- 
sentative for the entire state of 
Iowa on the retirement of Carl 
Ortlund in May 1949. In 10 years 
with Freeman, Mr. Okerstrom has 
consistently been on the top of the 
sales roster. He is known as one 
of the most highly regarded men 
on the sales staff. 

A native Iowan, he was born in 
Wall Lake. He lives in Cedar Falls 
with his wife and two sons. Fish- 
ing and reading are his favorite 
spare-time activities. 
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Mr. Goecker, who lives in Minne- 
apolis, has represented the firm 
there and in the St. Paul area since 
1945. With Mishawaka since 1926, 





R. P. CASSNER 


Cc. F. GOECKER 


he has also traveled Wisconsin, cen- 
tral and southern Indiana, southern 
Illinois, Texas, Oklahoma and New 
Mexico. Mr. Cassner, of Indianap- 
olis, has been selling Red Ball foot- 
wear since 1954 in the central In- 
diana area. 

The Gold Links were granted to 
the men as outstanding salesmen 
for the year in the Eastern and 
Western sales divisions respective- 
ly. While sales performance was 
one consideration, a panel of judges 
also weighed other factors such as 
service to customers. 


Worthy of Mention... 

SALES representatives of Misha- 
waka Rubber Com- ewe 
pany seem to be in 
the limelight this 
issue. Ashley B. 
Adams, Jr., was 
installed as presi- ‘ 
dent of the Michi- 
gan Shoe Travel- 
ers’ Club at the 
annual meeting 
recently. He has 
represented Mis- 
hawaka in metro- ASHLEY ADAMS, JR. 
politan Detroit since 1947. 

He lives in Grosse Pointe, Mich., 
with his wife Anne, and four daugh- 
ters, Joyce, Barbara, Deborah and 
Pamela. 

e . cs 

Mike L. Raftenberg, Chicago area 
sales representative of the Fried- 
man-Shelby division of International 
Shoe Company, had a nice boost to 
his January commission earnings. 
He won $500 as first prize in a na- 
tional contest for the largest per- 
centage of gain in pairage sales for 
the month. His gain was 340.6 per 
cent. 
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Letters... 
From Wilbur Gardner: ‘Thanks’ 


It was a pleasure to have been inter- 
viewed by Mr. William A. Rossi, and his 
article as a whole [“Meet Wilbur Gard- 
ner: Who Sparked the Labeling Bill,” 
Recorper, February 1] was fine except 
for a very few remarks. In fact his re- 
porting was much more accurate than 
most reporters with whom I have come 
in contact. Thanks. 

I shall pull no unfair punches in this 
fight, and I highly respect all at the 
Recorver. I also respect the rights of 
others to their own opinions even though 
we may differ. 

WILBUR L. GARDNER 

GARDNER'S SHOE SERVICE, 

“NATL. HEADQUARTERS FOR LABELING 
SHOES” 

MEDFORD, OREGON 


@ Mr. Gardner, who calls himself “The 
Man with a Sole,’ waged the crusade 
which led to Representative Charles O. 
Porter's shoe labeling bill, now in Con- 
gress. Mr. Rossi, Recorver field editor, 
flew to Oregon to interview the now- 
famed shoe repairman. 


Fighting Labeling Isn't Enough 

Many times when a very large and 
important subject gets into view, we see 
little else . . . something like shoe la- 
beling at the moment. 

Not to detract even one iota from its 
urgency, but for this industry to prosper 
this year, something more is needed than 
conversation. 

Many retailers will tell you that they 
plan to do 10 per cent more volume or 
better in 1959; and when you ask them if 
they have bought for it they will say. 
“No, but I will in plenty of time, when 
I need to.” 

Maybe I don’t know “when I need to,” 
but it would occur to many of us, that 
the time is before the consumer comes 
into the store with dollars and a desire- 
not afterwards. 

“Improved business” during the past 
50 years has not been a thing the econ- 
omy does to people, but a result of things 
people do within the economy at the time. 

And as a sidelight, the figures show 
that we sold 12 million more pairs to 
consumers than were made during 1958. 
With stocks down accordingly, January 
at wholesale did not do enough either to 
correct the shortage or to prepare for a 
bigger 1959. 

So, the purpose of this memo is to 
suggest that you look into this situation. 
and if you find the case as presented 
above, that some editorials be included 
in your magazine about “What have you 
done to make 1959 better for yourself?” 

. and also to remind the retailer that 
1959 results depend more on the retail- 


er’s decisions than any year in the past 
decade.” 
3b * * 

Chain stores are having their clinics 
regularly, and learning more about 
things; the factories have their Clinic in 
Cincinnati. But the shoe shows do little 
or nothing to aid the retailer in his mer- 
chandising and selling and advertising 
and management problems. 

No criticism of anyone is intended in 
this. But the need to get to the retailer, 
point up his needs—and how 1959 de- 
pends on his “actions”’—is so great that 
prayers are going up from a few of 
those within the industry that “care,” 
that those that inspire the whole, will do 
a bit in this direction, along with fighting 
such things as labeling, imports, etc. 

JAMES S. LEGG 
HEYDAYS SHOES, INC. 
ST. LOUIS, MO. 


Compliments on ‘Calf Leather’ 


We wish to compliment you on your 
very fine article, “What’s in a Shoe and 
How to Sell It—Calf Leather,” by Wil- 
liam A. Rossi, appearing in your January 
15 issue. The subject matter is presented 
exceptionally well and we feel you should 
be commended. 

CHARLES R. WILLIAMS 
A. F. GALLUN & SONS CORP. 
MILWAUKEE, WIS. 


‘TMP’ Study ‘Enlightening’ 


The Boor aNp SHOE REcoRDER arti- 
cles commencing in the October 15 issue 
showing the approach to TMP (“Turn- 
over-Markup-Profits”) have been most 
enlightening to our organization. Mr. 
Milton Bogen’s analysis of profit margins 
in the December 15 issue [Tool for 
Planning . Break-Even Points] im- 
pressed us significantly as we believe 
that some of the chain store companies 
suffer as much as Messrs. Likely who 
do not use effectively the valuable tool 
(markdown control) for net profit con- 
trol. 

What happens to sales, markdown and 
profits when the date of a “sale” is ad- 
vanced a week or two earlier in Decem- 
ber or at the end of June? Regular-price 
merchandise sales are affected, curtailing 
a satisfactory contribution to net profit. 

Following years of precedent several 
chains started their sales on December 
26 with front window breaks showing 
markdown shoes carried over from Jast 
year and this fall, while our stores pro- 
moted this season’s party and evening 
shoes. Reports of competitors’ business 
indicated that dollar sales were not out- 
standing while our stores reported satis- 
factory gains in sales volume. 

Why should stores take more mark- 
downs than are really required? 

LAWRENCE A. SCHOEN 
WISE SHOE COMPANY, 
NEW YORK, N., Y. 


INC. 
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U. S. Footwear to Be 


PPSSA Fall-Winter Preview: 


Exhibited in Moscow Softer Colors Due in Apparel, Shoes 


WASHINGTON, D. C.—Footwear 
is included in the government’s 
plans for an exhibition of U. S. 
consumer goods in Moscow. 

The exhibition will occupy about 
two city blocks in Sokolniki Park, 
15 minutes by subway from down- 
town Moscow. The exhibit is to 
open not later than August 2, and 
run for six weeks. 

Invitations to the U. S. leather 
and footwear industries to join in 
the exhibition have been sent by 
the U. S. Office of the American 
National Exhibition in Moscow, 
Washington 25. Acceptances from 
industries are now being received. 

By reciprocal agreement, the 
U.S.S.R. will stage a similar exhibi- 
tion of its products and achieve- 
ments at the New York Coliseum. 
The Communist show will open 
June 28 and run for one month. 

U. S. officials point out that this 
is the first major U. S. exhibition 
ever to be presented in the U.S.S.R. 
It is expected to draw about four 
million visitors, many of them vaca- 
tioners from distant parts of the 
Soviet Union. 

U. S. designers are now negotia- 
ting with Soviet architects for erec- 
tion of two buildings on the plot 
set aside for the U. S. exhibition. 
One building, covered with a 200- 
foot gold-anodized dome, will pre- 
sent American ideas—science, re- 
search education, labor, productiv- 
ity, health, social services, agricul- 
ture and other subjects. The other 
building, a fan-shaped exhibition 
hall, will present U. S. products, in- 
cluding apparel and_ footwear, 
foods, home appliances, housewares 
and the like. There will also be out- 
door displays. 


Maine X-Ray Ban Proposed 

AUGUSTA, ME. —A bill intro- 
duced in the Maine Legislature by 
Rep. Joseph Healy of Portland would 
prohibit the use of X-ray shoe-fitting 
machines in this state. The measure 
would bar the use of any such device 
with fluoroscope, X-ray, or radiation 
principles and would provide a $100 
fine for any violation. 
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NEW YORK — The preliminary 
fashion report for fall-winter 1959 
was presented by the Popular Price 
Shoe Show of America’s women’s 
style committees during the recent 
Leather Show and Allied Shoe Prod- 
ucts Show week with the authority, 
comprehensiveness and telling show- 
manship that has come to be asso- 
ciated with this presentation. 

Summarizing the fashion trend in 


clothes for the coming fall and 
winter, Doris A. Weston, PPSSA 
fashion director, described it as 


romantic, feminine and a return to 
the classic silhouette. The waist, she 
said, is where it ought to be; the 
skirt gentle and flared without crin- 
oline; the skirt length where it is 
most becoming; the sleeves three- 
quarters or shorter; the shoulders 
wider but rounded—‘“in general, an 
easy supple look.” 

Fabrics for fall and winter are 
smoother and more refined with 
classic woolens and worsteds being 
revived — coverts, gabardines and 
sheens. 


Softer Apparel Colors 

Colors in fall apparel will be softer 
and flattering, the look achieved by 
mixing colors, dark and light tones, 
tone-on-tone or gray with color. The 
following are the six major color 
categories starting with the browns, 
ranking next to black in volume: 

Weathered Wood Tones—golden 
browns, red browns and muted golds, 
all excellent for volume sportswear; 
matte browns, slightly grayed, others 
rich and very blackened for evening 
fashions; greened browns, newest 
and receiving good promotion in the 
better sportswear market. 

Reds—“ Antique Rubies’—take two 
important directions, both quieter 
and less vibrant: the browned-red 
family for volume and the bluer red 
tones for more limited, later selling 
in dressier town wear, into rich ruby 
for evening. 

A touch of gray has softened all 
the blues—‘“Heirloom Blues’—in- 
cluding carried-over royal and 
brightened navy. Blues with a gray- 
green cast are newer. Slate and 


grayed blues of the Wedgewood 
tonality are a new, limited color for 
the better apparel market for late- 
day-into-evening wear. 

The new greens are grayed with 
a slightly blue cast, limited and 
elegant. Yellowed greens are volume. 
Interest in a deep forest green is 
limited. 

“Antique Amethysts” in a soft, 
grayed tone are very important for 
sportswear. The reddened shade is 
a limited fashion choice; very im- 
portant promotion color family. 

In gray—“Victorian Grays”—An- 
thracite, the deep, black shade, is 
the fashion choice; medium grays, 
a volume choice. Gray has a new 
look as the result of mixing muted 
colors. 


Same Trend in Shoes 


Helen Joseph, PPSSA shoe fashion 
director, noted the same trend as in 
apparel colors toward softer, more 
muted tones, with the pale tones for 
early fall promotion. The brown 
range will be from slightly yellowed 
through golden browns for volume, 
to dark blackened brown for high 
fashion; gold for sports and casuals, 
and greened browns for promotion. 
teds—to be less strong than last 
year—are of two kinds: browned 
and blued. In blue, the brighter 
Indigo is replacing Flight for vol- 
ume. Some early blue suedes sold, 
and there is some promotional in- 
terest in Wedgewood and Carbon 
Paper. 

In the greens, pale gray green and 
browned green are slated for early 
selling, and yellowed or grayed 
greens for volume. Medium gray will 
be volume and dark gray will be the 
fashion promotion shade. Amethyst- 
Purple is described as limited and 


promotional. These colors range 
from a reddish cast to a_ blued 
purple. 


In shoe silhouettes, Mrs. Joseph 
said, “pumps continue to reign su- 
preme.” They will be treated with 
cut-outs and dressmaker pleating, 
draping, loop tongues ond the like. 
Trimmings will include buckles and 
Ties and open shanks will 

(CONTINUED ON NEXT PAGE) 
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Gimbels Opens Popular-Price ‘Boot-ique’ 





Ground-floor “Boot-iaque" in Gimbels' Manhattan store features department store's 
own Fashonia brand shoes and other brands in popular-price category. 


NEW YORK—Gimbels’ new “Boot- 
igue,” designed for the convenience 
of fashion-minded consumers, has 
opened on the main floor of the mid- 
town Manhattan department store. 

Surrounded by the budget and 
sportswear, lingerie, blouses, hand- 
bags and hosiery departments, as 
well as the store’s restaurant, this 
shop is ideally suited to expedite 
shopping in the shortest time. 

The department features a salon- 
type atmosphere. Open space is em- 
phasized by mirrored columns. 
There are stepped-up shelf displays 
set on columns and a gaily striped, 
canopied Slipper Bar. 

Ernest Dornbush, women’s shoe 
buyer at Gimbels, is responsible 
for initiating this new concept of a 
well-diversified, young fashion de- 
partment at popular prices. It 
stems from the realization that over 
the years, as shoe prices have gone 
up, department stores have vacated 
the moderate price lines. Aware of 
the fact that a tremendous amount 
of footwear is sold in the $10-and- 
lower range, the department plans 
to make a strong bid for some of 
that business. It will concentrate 
and develop Gimbels’ own Fashonia 
dress shoes, from $7.99 to $9.99. 
Fashonia, Gimbels’ brand name, has 
had customer acceptance through- 
out the store. Young fashions— 
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sport and casual types—will fea- 
ture Jamborees and Show-Offs in 
the exciting leathers and colors 
and interesting “little heels’”—fiat, 
shaped, stacked. 

With the relocation of Foot Flairs 
and the Slipper Bar into this new 
Boot-ique, shoppers have a full, di- 
versified line to choose from, includ- 
ing slippers, play shoes, casuals and 
dress shoes for daytime and eve- 
ning wear, ranging in price from 
$5 to $14. 

Shoe colors in the Boot-ique have 
been coordinated with apparel and 
merchandise throughout the store. 
The emphasis has been on bone, 
geranium pinks, greens, lighter than 
navy blue, offbeat colors and com- 
binations of green and gold, yellow 
and orange—in soft kidskins, calf- 
skins and two-way suedes. Black 
patent leather is featured exten- 
sively. 

Another attraction for fashion- 
conscious shoppers are Italian im- 
ports designed exclusively for Gim- 
bels. These extremely high-styled 
fashions in high heels, flats and 
casual types will be introduced to 
the public in April and will range 
in price from $4.99 to $7.99. 

Gimbels has not changed its con- 
cept of better-grade shoes. The up- 
stairs departments pick up where 
the street floor ends. 


Wide selection of casuals is on open dis- 
play in new department, planned to per- 
mit fast, convenient shopping. 

Consumer traffic in the various 
departments surrounding the Boot- 
ique reportedly has accelerated con- 
siderably since the department was 
opened. Volume as well as sales fig- 
ures has already shown a satisfac- 
tory increase. 


PPSSA Fall Preview: Softer 
Colors in Apparel, Shoes 


(CONTINUED FROM PAGE 75) 
continue to play an important role. 
Open-back patterns may gain some 
ground for early and holiday selling. 
Boot types continue to grow in 
popularity. 

Emphasis continues on lower heels 
with 12/8 becoming more important. 
Queen Anne shapes and stacked heels 
are gaining. All heels will be slim. 

In leathers grains continue fine 
and delicate. Silky two-way suedes 
will be strong and trimmed with 
smooth, luster and satin. There is 
more interest at fashion levels in the 
smoother nap regular suede. Luster 
is slated to gain. 

In fabrics gray flannel in apparel 
may increase its use in shoes. Moirés, 
jacquards, satins and velvet are the 
leaders for dress shoes. 

Shoe shapes are moving in the 
same direction as ready-to-wear to- 
ward more natural, softer styling. 
New, rounder lasts are in fashion 
stores this season; although pointed 
toes are still gaining at volume, re- 
tailers and manufacturers should be 
ready to start gradually introducing 
a few shoes on the new lasts. Mrs. 
Joseph expressed the personal opin- 
ion that these would be first confined 
to tailored daytime shoes. 
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THIS MONTH 


Tanners’ Council of America, Spring 
Meeting, Palm Beach Biltmore Hotel, 
Palm Beach, Fla. March 23-24 


New England Shoe and Leather Associa- 
tion, Advance Fall Shoe Market 
Week, Hotels Statler-Hilton and Sher- 
aton-Plaza, Boston March 30-April 3 


APRIL 


St. Louis Shoe Manufacturers Associa- 
tion, St. Louis Annual Fall Showing, 
Hotels Sheraton-Jefferson, Statler- 
Hilton and Lennox and St. Louis 
Merchandise Mart April 


Indiana Shoe Travelers’ Association, 
Indiana Fall Shoe Show, Claypool 
Hote!, Indianapolis .. 19-21 

Guild of Better Shoe Manufacturers, 

Fall Showing, members’ showrooms, 
New York Week of April 20 

Northwest Shoe Travelers, Inc., Fal! 
Shoe Fair, St. Paul Hotel, St. Paul, 
Minn. BUGS. israks uiaade a slate ee 

Pacific Northwest Shoe Travelers, Inc., 

Fall Shoe Fair, New Washington and 
Stewart Hotels, Seattle, Wash.. .April 26-28 


12-15 


MAY 


lowa Shoe Travelers' Association, Fall 
Shoe Show, Fort Des Moines Hotel 
Des Moines .May 2-4 
Ohio Shoe Travelers Club, Fal! Shoe 
Show, Deshler-Hilton Hotel, Columbus 
May 3-5 
Mountain States Shoe Travelers’ Asso- 
ciation, Fall Shoe Show, Albany 
Hotel, Denver .. ...May 3-5 
Fall 
Dinkler 
and 
...May 3-6 
Association, 
Hotel Morrison, 
.May 3-6 
Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, Hotels Sheraton- 
McAlpin and New Yorker, and New 
York Trade Show Building, New York 
May 3-7 
Fall 
Hotel, 
.May 10-12 


Southeastern Shoe Travelers, Inc., 
Shoe Show, Henry Grady, 
Plaza, Peachtree on Peachtree, 
Piedmont Hotels, Atlanta 

Midwest Shoe Travelers’ 
Fall Shoe Market 
Chicago 


Club, 


Statler-Hilton 


Michigan Shoe Travelers’ 
Shoe Show 
Detroit .... i 

Southwestern Shoe Travelers’ Associa- 
tion, Adolphus, Baker, Southland and 
Statler-Hilton Hotels, Dallas ..May 10-13 

Pennsylvania Shoe Travelers' Associa- 
tion, Fall Shoe Mart, Hotels Carlton 
House and Penn-Sheraton Pittsburgh 

May 16-19 

Mid-Continent Shoe Travelers Associa- 
tion, Fal! Shoe Show, Biltmore Hotel 
Oklahoma City, Okla. ..May 17-18 

Boston Shoe Travelers Association, Fall 
Shoe Show, Parker House, Boston 

May 17-20 

West Coast Shoe Travelers’ Associates, 

Fall Shoe Show, Alexandria and Bilt- 
more Hotels, Los Angeles May 1|7-20 

Accounting and Office Management 
Clinic, National Shoe Manufacturers 
Association, Statler Hotel, New York 

May 21-22 
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Labor Dept. Offers an Explanation: 


Why Do U. S. Price-Trend Figures Differ? 


WASHINGTON, D. C.—The gov- 
ernment has issued a lengthy ex- 
planation of a statistical puzzle that 
has long confused the trade: Why 
do different government records of 
prices sometimes contradict one an- 
other as to trends in shoe prices? 

Some helpful answers to this ques- 
tion are presented in a feature ar- 
ticle, “Footwear: Prices and Average 
Factory Values,” by Ethel D. Hoover 
and Harry Kahan, of the Bureau of 
Labor Statistics, U. S. Department 
of Labor. The article appeared in the 
February issue of the Monthly Labor 
Review, an official publication of the 
Labor Department. 

The article points out that the 
BLS price indexes (Wholesale Price 
Index and Consumer Price Index) 
are designed to measure changes in 
prices. Data for the WPI are ob- 
tained from questionnaires mailed to 
a sample of shoe manufacturers. 
Data for the CPI are collected by 
personal visits of government shop- 
pers to retail outlets in 46 cities. 

Data published by the Census Bu- 
reau of the Commerce Department 
are obtained from questionnaires 
mailed to a sample of manufacturers. 


Shoppers Report Prices 


The government’s personal shop- 
pers are instructed to report retail 
prices of 17 different types of foot- 
wear in chains, independents, family 
stores, department stores and others. 
If a line is dropped, the shopper is 
to price a shoe of equal quality and 
price. A minimum of four price quo- 
tations is obtained in each of the 
46 cities. 

Here’s what happens to these price 
quotations, as explained in the ar- 
ticle: 

“Both indexes (the WPI and the 
CPI) are calculated as weighted 
averages of price relatives. For each 
item, an unweighted average of 
prices reported for the current period 
is compared with the average from 
the same producers or retailers in 
the preceding period. The percentage 
change is then applied to the value 
weight for the preceding period, and 
the current value weight thus derived 
is compared with that in the 
base period (1947-49) to derive the 


index. The procedure is equivalent 
to getting the total cost at current 
prices for a fixed number of pairs 
of shoes of a specified quality and 
dividing by the total cost for the 
same shoes in the base period.” 


Factory Average Not Index 


On the other hand, the average 
factory value per pair, which is de- 
rived from the monthly reports of 
the Census Bureau, is simply the 
result of dividing the total value of 
factory shipments by the number of 
pairs shipped. The result clearly is 
nothing more than a factory price 
average, not a price index. And this 
average is affected not only by price 
changes but also by the nature of 
the shipments. 

Thus, a shipment of 90 pairs of 
men’s dress shoes and 10 pairs of 
house slippers clearly has a much 
higher average value per pair than 
a shipment of 90 pairs of slippers 
and 10 pairs of men’s dress shoes. 
Amateur price “experts” usually 
overlook such important differences. 

“The price indexes and the aver- 
ages of factory values are quite dif- 
ferent figures, and should not be used 
for the same purpose,” the article 
points out. “Failure to appreciate 
these differences has led to frequent 
misuse of both measures.” 


Ads Using Children’s Photos 
Spark Sales for Calif. Store 


GARDENA, CALIF.—Jack N Jill 
Bootery, a children’s shoe store in 
this Los Angeles suburb, boosted 
sales with an ad campaign using 
large photographs supplied by one 
of its suppliers—the Green Shoe 
Manufacturing Company. 

The photographs, taken from 
Green’s standard ad mat service, 
were run with “Jack N Jill 
ery” prominently featured. Burton 
Hendricks, manager, said that the 
eye-catching photos depicting chil- 
dren in everyday activities, with 
emphasis on emotional appeal, were 
compelling to mothers. He added 
that the campaign succeeded in pro- 
viding the store with a “personal- 
ity” while making use of manufac- 
turers’ ad services. 
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Attendance Matches 


D8 at Pittsburgh Mart 


PITTSBURGH — Attendance at 
the three-day summer showing spon- 
sored here last month by the Penn- 
sylvania Shoe Travelers’ Association 
was reported on the same level as a 
year ago. Merchants who attended 
placed orders freely, with no price 
resistance evident. 

Some 50 lines were shown in the 
Penn-Sheraton Hotel and the Carlton 
House. Although this was the first 
show housed in the two hotels, there 
was no transportation problem for 
visitors. The hotels are across the 
street from each other. 

Judging from the buying, it looks 
like a particularly colorful summer 
for women’s dress shoes is in the 
offing in this area. Outstanding at 
the show were the new straws, with 
pastel shades, orange, natural and 
all-white straws leading the field in 
both heel heights. Also running 
strong were luster calf pumps in 
natural pastel, blue and pink as well 
as spectator pumps. 

In the $10.95 to $12.95 range the 
single needle toes were still No. 1, 


but double needle toes were making 
a strong bid for recognition. Delivery 
dates ranged from March 1 to 
April 1. 

In dress flats, color was big news, 
with orange, mint green, bone and 
pudding predominating. There was 
marked interest in punched leathers, 
with bone, orange and white rating 
1-2-3. Straws in closed-up and sandal 
styles were holding the place they 
gained in the last summer season. 

There was evidence that Italian 
sandals have captured the imagina- 
tion of buyers. 

In children’s lines, T-straps were 
reported a big item, with black patent 
and red the top colors. Also good 
were saddles in both brown and color 
combinations. 

Lightweight types were running 
well for spring and summer selling 
in the men’s category. B!ack led, but 
there was a tendency toward coffee 
bean in leather soles. Business in 
summer shoes was spotty, but venti- 
lated shoes were selling. Ripple Soles 
were also selling, as was burnt ivory 
with leather soles. Deliveries of 
men’s shoes were set for Feb- 
ruary 15. 


The same two Pittsburgh hotels 
will be the site of the Pennsylvania 
Travelers’ fall show, in May. Ac- 
cording to Joseph Harris, the asso- 
ciation’s executive secretary-treas- 
urer, reservations are being received 
at a fast pace and 180 lines are ex- 
pected to be on display. Only en- 
tertainment planned is a Sunday 
evening buffet dinner for retailers 
at the Carlton House. 


Michigan Annual Shoe Fair 
Postponed After Hotel Blaze 


DETROIT — The Michigan An- 
nual Shoe Fair, originally sched- 
uled for mid-May, has been post- 
poned until the latter part of this 
year, possibly November 1 to 3. A 
spokesman for the Michigan Shoe 
Travelers’ Club and the Michigan 
Shoe Retailers’ Association, which 
agreed on the postponement, ex- 
plained that sufficient rooms were 
not available for the May dates be- 
cause of a recent fire at Detroit’s 
Hotel Tuller. 

A committee will meet May 12 at 
6:30 p.m., during the May shoe 
show in Detroit, to make further 
plans for the annual show. 





In Biblical Times DAVID 
came to the 


of his people 


to walking pleasure 


Size isn’t everything! Modern Aids takes little 
store space but bring gigantic sales. Customers 


ooo 


get correction, comfort and support through 
Modern Aid products... your reward: in- 


creased profits. 


MODERN AID OF THE MONTH 


Style =457-—Modern’s Patented Tongue Pads 


Most versatile fitting aid available anywhere. 
Prevents heel from slipping. Eliminate pressure 
on instep with the ORIGINAL TONGUE PAD de- 
signed and patented by MODERN to make fitting 
easier. The ONLY TONGUE PAD scientifically de- 
signed to fit properly in back of a shoe tongue. 
In felt or foam rubber, they are available in five 
sizes: Infant’s, Children’s, Women’s, Men’s, and 
Children’s high shoes. 


SEE YOUR LOCAL JOBBER or write for FREE SAMPLE 


MODERN ORTHOPEDIC APPLIANCE ‘CO. ct, cca 
584 Broadway, New York 12, N.Y. 





COME TO YOU! 








One of America’s Finest Resources for 


* SAMPLES 


* JOB LOTS 
* CANCELLATIONS 


Branded Shoes-first quality 
from outstanding makers 


IDEAL FOR | 
Cancellation Stores 
Drive Ins 

Bargain Basements 


READE STREET 


NEW YORK 


ALBARISHOE + Phone WOrth 
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Expected Price Hikes Spur Chicago Buying 


CHICAGO — Reduced inventories 
and anticipated price increases gov- 
erned buying at the shoe show held 
here last month by Midwest Shoe 
Travelers’ Association. The result 
was a successful show. Fill-ins for 
Easter and immediate post-Easter 
needs and orders for summer shoes 
marked buying of most retailers. 

Attendance, considerably better 
than at the November show, was 
termed excellent in view of the ex- 
tremely severe weather. Sunday was 
a big day. Helping improve the at- 
tendance was the restoration of the 
evening banquet for retailers. 

Buying was about evenly divided 
between fill-ins and advance orders. 
Although there were not too many 
large-scale orders, ‘there were many 
smaller and average-sized ones. Re- 
tailers were looking for high-style 
items, promotion shoes for  post- 
Easter, and for moderately priced 
women’s and children’s shoes. Many 
exhibitors reported that they opened 
sizable and good quality new ac- 
counts. New store openings were 
responsible for sizable over-all orders 
covering all categories. 


Storm Footwear Sells 


All types of shoes did well. This 
was a particularly good show for rub- 
ber houses and those featuring storm 
and heavy-duty footwear. Orders 
were placed for next fall’s require- 
ments. Introduction of high-style 
galoshes and boots met good accept- 
ance. This included good ordering of 
paisley and color treatments, new 
fur and other type trims, and boot 
adaptations with higher and more 
slender heels. Sizable orders for 
hunting and fishing-type boots were 
placed. 

A trend among family shoe stores 
to add work shoes was noted. 

Deliveries remain an ever-present 
problem. Practically every retailer 
attending reported delays in Feb- 
ruary shoes. All of the better houses 
have backlogs of orders. In many 
eases deliveries are running 30 days 
behind. Most have problems in de- 
livering March shoes. Orders placed 
at the show were for delivery all the 
way from March 15 to May 1. The 
situation is expected to be particu- 
larly acute by April 1. 

Expected price rises spurred buy- 
ing. Even the smaller retailers were 
aware of the trend and doing some- 
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thing about it. They usually buy 
much closer to the season. But this 
time, those with sufficient capital 
were trying to cover themselves as 
far ahead as possible. 


‘Cover-the-Field’ Trend 


Greatest concern was for lower-end 
shoes, those retailing under $5. Vol- 
ume buyers have about conceded that 
children’s $2.98 stitchdowns are go- 
ing out of the picture, and bought as 
heavily as possible. Most retailers 
were also looking for novelty and 
high-style items which would give 
them better than 40 per cent markup. 

A number of higher-grade chil- 
dren’s shoe stores and departments 
dipped down into the $5 and $6 
range. This represented a trend to 
cover the field, rather than concen- 
trate only in the upper price brackets. 

Style trends continued to follow 
early predictions and_ established 
patterns. Fill-ins were heaviest for 
patents, followed by blue calf, red 
calf, bone. The pastels and luster 
calfs followed through for summer. 
Reorders on dark shoes were sizable, 
since these are expected to sell for 


another two or three weeks, due to 
the early Easter. There was some 
interest in spectators, both brown 
and white and blue and white. 

High-style houses reported good 
activity in white shoes. One firm soid 
twice as many as a year ago. For 
summer, orders concentrated on lus- 
ter calf and straw, on straws, vinyls 
and some fabrics. Italian-type flats 
did well. Unbreakable heels, novelty 
bows and elastic laces were impor- 
tant “items” on style shoes. Melon, 
bone, yellow and green were high- 
lighted as important in the color 
range. 

Lightweight types 
have about taken over the men’s 
lines. Cushion crepes with glove 
leather, in the tans, were active. So 
were all black shoes, including the 
cushion crepe sole. Brown showed 
evidence of gaining in acceptance. 
There was acceleration of slip-on 
types in dress shoes as well as in all 
types of buckle trims. 

Patent remained top seller for 
girls in the children’s lines. However, 
there is growing interest in nylon 
velvet, with about 70 per cent of 
reorders concentrated in saddle and 
strap types. 
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A TRUTH— 
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to OVERLOOK! 


MRS. DAY'S 


BABY SHOES 
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Having selected 


IDEALS you have selected the very BEST. 


Made in four size groups for the four stages of early foot 
growth the Ideal line offers more in originality, smart use of 
quality materials and fine workmanship. Remember, Mrs. Day’s 
IDEAL BABY SHOES never sacrifice quality to the detriment 
of the child’s foot or to the store’s reputation. Ample depth of 
stock means volume baby shoe sales for you. 


Style No. 178 


One Strap Soft Sole Shoe. 
White Imported Soft Glove 
Leather. White Satin Lining. 
Embroidery Trim on Varap. 
Cushion Sole. Narrow, 
Medium, Wide. Sizes: 0 to 3. 


71 WEST 35TH ST. 
NEW YORK 1, N.Y. 


MRS. pays Ydeal pasy SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


6-104 MERCHANDISE MART 
DALLAS, TEXAS 


924-A MERCHANDISE MART 
CHICAGO 54. ILLINOIS 








Business Climbs 30% After Remodeling 





Selling area of remodeled Mandel's in Long Beach, Calif., features 12-foot-high 
acoustic ceiling with square windows to admit fluorescent light. Birch paneling, 
turquoise upholstered chairs and turquoise light canisters are other features. 


LONG BEACH, CALIF.—A 30 per 
cent increase in business has justified 
the remodeling of Mandel’s Long 
Beach store, one of 10 in the group. 

In fact, Maurice Mandel, owner of 
the 40-year-old firm, has announced 
that on the strength of this success 
the company will soon begin remodel- 


ing two more of its locations. One 
is the headquarters and retail store 
on Seventh Street in Los Angeles, 
the other on Wilshire Boulevard in 
the Miracle Mile district. 

The Long Beach remodeling proj- 
ect required only 42 days for com- 
pletion. During that time the store 


was open to the public. Shoppers 
were kept informed by a series of 
clever signs posted on barricades out- 
side the store, noting the progress 
and inviting them in to observe and 
buy. 

Now the store sports new air 
conditioning, an acoustic ceiling, 
dropped to a 12-foot height, birch 
paneling, off-white tinted walls, gold 
carpeting, baked enamel metalwork, 
new turquoise Naugahyde chair up- 
holstery and turquoise, baked enamel 
light canisters. Custom - designed 
lighting fixtures are installed in the 
ceiling. 

A newly designed wrapping and 
cashier’s counter is alongside the 
hosiery and bag section. 

Mandel’s has long stressed coordi- 
nated bags and shoes. One of the 
firm’s biggest features has been the 
Tall-N-Smart line produced in sizes 
9 to 12. In addition the company has 
built a fine reputation on its house 
line, “Mr. L.,” retailing from $16.98 
to $18.98. 

With the remodeling of its stores, 
Mandel’s is putting on a strong cam- 
paign for spring. The company is 
making a bid for top place in South- 
ern California fashion sales. 








Firstest with the 
the 


DUANE, READE, 





Mostest... 


Downtown Shoe Market 


DUANE, READE, CHURCH, WEST BROADWAY 


SHOP it FIRST Style Shoes ¥ 
Staple Shoes ¥ 


Fast Promotions ¥ 


Specialty Footwear ¥ 
Cancellations & Jobs ¥ 


New York Shoe Wholesalers Association 
CHURCH, WEST BROADWAY, NEW YORK, N.Y. 
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Smartly Tailored Comfort 


A really comfortable walking heel .. . 


flexible construction . .. a wi 


hard-to-find sizes on the famous 24X last... 


wonderfully attractive styling. 


STYLE 1133 Black Calf STYLE 
24X last 14/8 Heel 


SIZES IN STOCK 
AAAA 7-11 B 4-12 
AAA 6-12 C 4-12 
AA 5-12 D 4-11 
A 5-12  € 5-10 


AAA 


; 


Write to Department 3 for complete catalog 


CUSHIONIZED BELLAIRE 


15 Lowell St. Por 





1533 
STYLE 3133 
24X Last 


SIZES IN STOCK 


AA 5%-10 


PRICE $6. 85 lees 2% 





truly 
de range of 


Black Suede 
Bive Calf 
14/8 Heel 





6-10 Cc 4-10 
D 4-10 
5-10 E 4-10 
4-10 
1215 
c 
SHOE CO. SAMPLE ROOMS: 


tland, Maine 
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sells large quantities of 

quality branded shoes and meets 

competition nationally. Weil 

offers better values and 

wider selections, which has 

resulted in consistent leadership 
.- Satisfied customers... 

for over 25 years. We invite 

inquiries by mail, wire, phone. 


shoe company 


Washifigton Ave., St. Louis 3, Mo. 


E. 1-4898 CE. 1-3762 


138 Duane St., N. Y.—Alexandria Hotel, Los Angeles 
Quality Shoes Since ‘32 














Retailer Alertness Pays a 


PHILADELPHIA — “The major 
current problems in shoe retailing 
are old problems growing more 
acute,” said Joseph S. Friedlander, 
RECORDER economic consultant, at the 
Temple University Prescription Shoe 
Fitting Workshop held here. 

In his talk entitled ‘Problems 
Confronting the Shoe Retailer,” he 
touched upon almost every aspect of 
shoe retailing. Excerpts of Mr. 
Friedlander’s views, which one of 
the 50 retailers present described 
“stimulating and thought-provok- 
ing,” follow. 

On shoe fitting: “It all started 
when someone got the idea that fit 
meant close conformity to the shape 
of the human foot .. . the standard 
foot just doesn’t exist and multi- 
plicity of standard feet which have 
become the models for size are just 
so many statistics which never wore 
a pair of shoes.” 

“A hundred combinations of length 
and width won’t hold the number 
of sizes developed to fit the feet of 
womankind. Were a retailer to stock 
them all, he would probably find that 
of 50 combinations, each satisfied 


as 
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Premium, Friedlander Says 


not more than three out of every 
thousand customers...” 

On delivery time: “For the mer- 
chant ... the length of the delivery 
period is one of the factors which 
determines the size of the inven- 
tory ... This is a factory problem, 
but pressure for its solution must 
come from the retailers and the 
wholesalers.” 

On fashion: . Inspired obso- 
lescence is good for business. It is 
one of the pillars of the economy. 
But the merchant has a bull by the 
tail. The problem is most acute in 
women’s dress shoes. But it is stead- 
ily worsening in corrective shoes, 
casuals, men’s and children’s shoes. 
That fine Scotch grain wing-tip 
gathers dust while house slippers 
pound the pavements . . . Nowhere 
is stock planning and inventory con- 
trol more important than in shoes.” 

On shoe labeling: “The consumer’s 
elected lawmakers are preparing the 
lists for the finest round of jousting 
with windmills since the mid-thir- 
ties.” 

“The retailer must sell the best 
shoe he can get at a price which will 


produce optimum sales and profit 
dollars. The considerations involved 
are complex and subtle. They do not 
yield to the universal desire for 
simple measurements.” 

On value: “To understand the 
value of a consumer article one must 
understand total utility, which in- 
cludes the sum of all the satisfac- 
tions derived from the purchase... 
Total utility is highly subjective and 
cannot be fully measured ... Value 
received is a conjecture, one which 
generates an attitude toward the 
seller.” 

On retailer alertness: “The chang- 
ing wants and needs of the customer 
are (the retailer’s) to learn and to 
balance. There is a growing premium 
on alertness to, and perception of, 
these wants and needs. They are 
prime determinants of success in 
merchandising his stock and pre- 
senting his wares. They are com- 
pletely identified with his most sel- 
fish primary objective of healthy 
growth.” 

Mr. Friedlander is pro-tem head 
of the Division of Retailing at Ber- 
nard Baruch School of Business 
and Public Administration, City 
College of New York. 














e Obituaries 


Daniel Tarlow Dies at 67; 
Brockton Shoe Executive 


BROCKTON, MASS. — Daniel S. 
Tarlow, 67, one of Brockton’s best 
known shoe manufacturers, died Feb- 
ruary 11 at his home here. 

Mr. Tarlow was treasurer of the 
Stone-Tarlow Company, Field & 
Flint Company, Brockton Footwear 
Corporation and the Molded Products 
Corporation. He was also treasurer 
of the Associated Shoe Industries 
of Southeastern Massachusetts. 

Surviving are his widow, Mrs. Eva 
Berlin Tarlow, and two sons, Richard 
N. and William E. Tarlow, both of 
Brockton. 


SAMUEL M. ABER, 63, manager 
of International Shoe Company’s 
New York export office, died Febru- 
ary 4 of a ruptured aorta. Mr. 
Aber, who made his headquarters 
in the Marbridge Building, had as- 
sumed his export duties last year. 
For 23 years earlier, he repre- 
sented International’s Friedman- 
Shelby sales division in the New 
York area. A native of Philadel- 


phia, he was a member of the 
National Council of Salesmen’s Or- 
ganizations and the Boot and Shoe 
Travelers’ of New York. He is sur- 
vived by his wife, Mary, two daugh- 
ters, a brother and a sister. 


ALFRED E. DAVIES, 76, a for- 
mer shoe manufacturer, died re- 
cently at his Haverhill, Mass., home. 
He had owned the Broad Shoe Com- 
pany and at one time was superin- 
tendent for the J. H. Winchell Shoe 
Company. Surviving are his widow, 
Willa L., three sons and _ two 
daughters. 


BEN REISIG, 56, partner and 
manager of Richards Shoes, Buf- 
falo, N. Y., died recently after a 
short illness. Mr. Reisig started 
the retail firm in Buffalo in 1937 
with his cousin, Lou Reisig, as a 
partner. Later it expanded to Ni- 
agara Falls, N. Y., and Detroit. 
(The Niagara Falls store was de- 
stroyed by fire two months ago, and 
no plans have been made as yet for 
a new location.) Mr. Reisig is sur- 
vived by his wife, Bertha, and a 
son, Michael. 


FRED MACCARONE, 68, presi- 
dent of Macomfort Company, Brook- 
lyn, and an inventor of shoe proc- 
esses and devices, died February 7 
after suffering a heart attack. He 
was a vice-president of the former 
Sbicca-Del-Mac Corporation, which 
owned patents on the Sbicca-Del- 
Mac shoemaking process. Macom- 
fort Company was formed to mer- 
chandise the Macomfort sock lining 
and other of his inventions. For 
many years Mr. Maccarone had 
been an executive with DeMarco 
Shoe Company, Brooklyn, and in 
1952 he formed Riviera Shoes, Inc., 
with Ben Goldsmith to make wo- 
men’s footwear. His widow, Mary, 
survives. 


EDWARD J. RAFTER, 78, former 
well known shoe manufacturer, died 
February 6 at his Swampscott, 
Mass., home. For several years, he 
had operated the E. J. Rafter Com- 
pany, Lynn, Mass., and earlier he 
had been a partner in the Jefferson- 
Rafter Shoe Company, Norway, Me. 
Surviving are a son, Edward M., 
and two daughters, Mrs. Lillian R. 
Smith and Helen R. Rafter. 
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“Do YOU carry the 


ae mn Casual with 


“é Genuine ‘RIPPLE’ Sole 


I saw in JReaders Digest a 


This is a question you'll be asked again 
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The profitable answer (if you ORDER NOW) 
“Of course! It’s Treadeasy’s smart new 
flat in soft Italian leathers . . . on a last 
fashioned for superb fit by our styling 
experts . . . and featuring the popular 
spring-action of. . . 

‘The Shoe that Walks for You’*” 


*TM Ripple Sole Corp 







It could be YOURS. 


Write for Catalog: 






in Stock 
italian Leathers: 
Olive, black, red. 
Calf: White. 
Sofbuck: Black, grey 
AAA to C. 


P. W. MINOR & SON, INC. 
Batavia, N. Y. 
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. It’s OUR outstanding style. . . 











To All Shoe Travelers 


“Salesmen on the Road,” a page for and about the travel- 
ing man, is fast becoming one of the most popular features 
in every issue of the Recorper. It contains news and side- 
lights about travelers’ organizations as well as the individual 
salesman and his accomplishments, on and off the road. 


It’s the traveling man’s own page, and the Recorper de- 
pends on the traveler to keep up a steady flow of news. If 
you have a news item, write to: 


MRS. BERNICE S. DECKER 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 

228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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e Financial 


January Sales of Six Chains 
9.6% Above Same Month °58 


NEW YORK—tThe six large shoe 
chains which regularly report their 
sales figures showed a 9.6 per cent 
composite gain for January in com- 
parison with the same month last 
year. Sales totaled $30,005,001 as 
against $27,365,796 in January 1958. 

All six of the chains reported sales 
increases. In the lead was Edison 
Brothers with a 19.5 per cent gain. 
Kinney increased its sales by 19.2 
per cent. The others and their gains 
were: Melville, 9.2 per cent; Shoe 
Corporation, 3.4 per cent; National, 
2.8 per cent, and A. S. Beck, 0.2 
per cent. 


Butler’s 6-Mo. Sales Rise 
6.7%; Net Income Jumps 24% 

ATLANTA — Record - breaking 
sales and earnings were reported by 
Butler’s, Inc., for the six months 
ended December 31, 1958. 

Net sales increased 6.7 per cent to 
$12,708,551, while income after taxes 
rose 24 per cent to $491,677. This was 


equal to 84 cents per common share 
as compared with 68 cents per share 
in 1957. 

At the end of 1958 the chain was 
operating 159 stores in comparison 
with 150 a year before. 

David L. Slann, chairman of the 
board, and I. D. Shapiro, president, 
told shareholders, ““We are most op- 
timistic that the next period will 
be such as to make our annual report 
the best in your company’s history.” 


Sales Dip but Goodyear’s 
1958 Earnings Set a Record 

AKRON, O.—Despite a 3.8 per 
cent decline in sales, The Goodyear 
Tire & Rubber Company had the 
highest earnings in its history in 
1958. E. J. Thomas, board chair- 
man, said both sales and earnings 
showed a strong upsurge in the 
year’s second half. 

Net income amounted to $65,741,- 
382, or $6.08 per common share, 
compared with $64,825,516, or $5.99 
per share, for the previous year, 
based on the same number of shares. 
Consolidated net sales for 1958 
amounted to $1,367,575,535 com- 
pared with $1,421,850,335 for ’57. 


Allied Kid Company Profits 
Rose in Second Half of °58 


BOSTON — Allied Kid Company 
reported increased profits amounting 
to $546,472, or $2.23 a share, after 
taxes, for the six months ended De- 
cember 31, compared with $492,663, 
or $2.04 per share, for the corre- 
sponding period of 1957. 

In the company’s semi-annual re- 
port, President Benjamin Simons 
explained, “The increase in profits 
over last year was due to greater 
volume. Shoe manufacturers, who are 
our principal customers, no longer 
had large leather inventories and as 
a result their purchases were more 
in balance with leather consumption. 
Shoe production was the largest for 
any six-month period ending Decem- 
ber Sl.” 

Mr. Simons also told shareholders 
that the company’s directors, in order 
to create a greater number of shares 
outstanding and thus obtain wider 
distribution, have voted to ask stock- 
holders for authority to increase the 
authorized capital stock to permit a 
two-for-one split. Each shareholder 
would get an additional share for 
each share now held. 











sole. 


$9.95 retail. 
delivery. 








Something New For You 





Fold ‘em, twist ‘em, roll ‘em—Quoddy Deerslayer Moc- 
casins always spring back into shape. Crafted of supple, top 
quality deerskin, they make perfect traveling companions. 

Quoddy Deerslayers are a double value—two thicknesses 
of deerskin insure smooth finish inside and out. Foam inner- 
sole, covered by deerskin, makes walking feather soft. Styled 
for all the family, with flexible chrome leather sole, or without 


Deerslayers are the newest addition to our moccasin line. 


We carry world's largest stock, all price ranges—$2.98 to 
Over 150 styles, colors, sizes, give same-day 


Spiegel-Stanley Co. 
Portland 3, Maine 
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Stock SCOTT'S 3-Way 


‘COMFORT ARCH 








There's no faster way to MAKE 
MONEY than stocking Scott's 
Comfort Arch. Provides comfort 
3-ways — metatarsal, longitudinal 
and cuboid support. Bottoms of 
split leather with hand finished 
sponge rubber pads. Topped 
with dye-fast calf. 

Ladies’ 4 to 10, wide & narrow 
Men's 6 to 12, wide & narrow 


$33 dozen $376 gross 


Stock No. 301 
* Children's 4 to 10....$16.80 Dz. 


* without Metatarsal Pads 
Mail Orders Promptly Filled 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 
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Series No. 320 
Sizes 5-8, 9-12 
13-3. Brown, 
White, Red, Beige. 
Now! Also in growing 
Girls’ Sizes: 4-7. 


The ORIGINAL cushioned INSOLE sandals. Elk finish 
cowhide uppers. Chrome soles. Adjustable vamp. 
Young sun worshippers love Sun-San’s barefoot feel. 
Mothers like the fit, the LONGER wear. Order now. 
Playtime favorites, fast sellers! Sun-Sans 

with scientific design. 


“that's why I buy my sandals from you!" 


a 


KIDDIE SANDALS 


IN STOCK 


HOY SHOE CO. 








‘‘they last too long!’’ 











PROMOTION “HIT” 


Sun-Glo 


with Hoy-way — sole. Priced 
for voiume sales! 
Series No. 880 

Sizes 5-8, 9-12, 13-3. 
Brown, White, Red. 


1128 LOCUST ST., ST. LOUIS 1, MO 
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Silicone-Treated Knit Pile 
Fabrics Introduced for Trim 
NEW YORK—Fur-like knitted pile 
fabrics for boot and shoe trim have 
been introduced by Princeton Knit- 
ting Mills, Inc., with Syl-mer silicone 
water-repellent finish. The fabrics 
have been developed for use in popu- 
lar-priced cold weather boots and 
waterproof footwear for women’s, 





Cold weather boot features knit pile 
fabric with Syl-mer silicone water-repel- 
lent finish. 


children’s and men’s lines. 

The new acetate and Acrilan blend 
fabrics of half-inch pile height with 
rubberized backing are being offered 
in two qualities: a medium density 
pile in gray, black, white and brown, 
and a maximum density pile in a 
range of 10 colors. 

Syl-mer, a silicone finish by Dow 
Corning Corporation, Midland, Mich., 
is applied by a special process per- 
fected by Princeton. 


Eagle Revives Kid-Nee Heel 
For Women’s Walking Shoes 


HAVERHILL, MASS. — The heel 
design known as the Kid-Nee has 
been revived by the Eagle Wood Heel 
Company and 
is being offered 
in heights 
from 14/8 to 
16/8. 

Features are 
its contoured 
lines and its flared lift, which is said 
to provide a greater lift surface area 
for more support and comfort. The 
company recommends this heel shape 
for use on women’s and misses’ style- 
ful walking shoes. 





Kid-Nee heel 


The company also has begun the 
manufacture of combination wood 
and metal mid-heels in heights from 
14/8 to 16/8. The combination of 
these two materials, according to the 
firm, “‘permits a finer degree of subtle 
stylings with a stronger heel.” 

The Stackette division of the same 
company this season is offering its 
line of Stackette heels in 15 fashion 
colors. 


Wool-Lined Textured Leather 


PEABODY, MASS. — An all- 
weather textured leather lined with 
a thick layer of soft white lambs- 
wool has been developed in the 
laboratory of the A. C. Lawrence 
Leather Company here. Given the 
name of Polarlamb, it is designed 
for use in shoes, boots, slippers and 


garments. The claim is made that 
Polarlamb’s new finish is water- 
repellent and resistant to wet 


crocking and cold cracking. It is 
also abrasive resistant and wash- 
able, the company says. Polarlamb 
is offered in both shoe and garment 
weights and in a wide range of 
colors. 





LEATHER 
-plus! 
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Crepe Rubber Heel and Sole 
Molded in 1 Piece by Goodrich 


AKRON, O. — Development of a 
new crepe heel which doesn’t need 
nails or adhesives because it is an 
integral part of the sole, is reported 





Goodrich "Maxecon Soling" 


by B. F. Goodrich Industrial Prod- 
ucts Company here. 

There is no chance of heel-sole 
separation, said a company spokes- 
man, because there is nothing to 
separate. 

The new soling material, called 
““Maxecon,” is designed primarily for 
men’s dress shoes. Louis E. Rohr- 
baugh, the company’s shoe products 
sales manager, describes the Maxecon 
heel as “built-in, not  built-on,” 
molded from the same crepe rubber 
material, at the same time, in a con- 
tinuous one-piece construction with 
the sole. 

Maxecon crepe soles are being 
made of high-grade man-made rub- 


bers with strong resistance to abra- 
sion and scuffing, according to Mr. 
Rohrbaugh. Waterproof, they are 
manufactured in black, brown, ivory 
and red. 


Wash-and-Wear Crib Shoe 
Line Marketed by Trimfoot 
FARMINGTON, MO.—A group 
of wash-and-wear crib shoes has 
been added to the Baby Deer line by 
the Trimfoot Company. Even after 
automatic washing and automatic 
drying, it is said, the ruffles and rib- 
bons, as well as the uppers and soles, 
come out smooth and ready for 


wear. 
Four patterns in a variety of col- 





ors comprise the new group. Com- 
pany officials indicate that the Baby 
Deers are the only shoes of their 
kind to have received the coveted 
Parents’ Magazine seal after being 
specially tested for minimum-care 
automatic wash-and-wear. A special 
counter unit for displaying the new 
patterns uses a miniature clothes 
line and brightly colored plastic 
clothes pins. 


Hy-Test Markets Molded 
Waterproof Safety Shoes 

ST. LOUIS—New molded water- 
proof safety shoes have been intro- 
duced by Hy-Test safety division, 
International Shoe Company. 

Extensive testing of the new line 
has subjected the shoes to as many 
as 25,000 flexes with no sign of water 
penetration. Special construction fea- 
tures include water-resistant sylflex 
leather uppers with one-piece soles 
and heels shaped and molded directly 
to the uppers by hydraulic pressure 
and heat. Seams and needle holes are 
sealed with a _ self-vulcanizing ad- 
hesive. Soles and heels are of brown 
oil-resistant, anti-slip grit compo- 
sition. 








MAXINE 


IN STOCK... 
Write for catalog 


WILBUR COON SHOES 


Batavia, New York 
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SQUARE, vouste swiri 


'| FOOT KING® 


|| Goodyear Welts 


Popular Double Swirl on Square Toe Last, 
#29562 C, D $5.45 net. 
Double Swirl on Regular Toe Last, with oak bend leather sole, leather 
insole, choice upper stock. 

In Black smooth leather #79501 C, D $5.75 net 

In Brown smooth leather #79502 C, D $5.75 net 

FOOT KING is the Independent Merchants’ 
latest styles in reliable Goodyear Welts, stocked in widths, at prices 
that give you a better mark-up and keep you competitive. 


NATIONALLY ADVERTISED 
Dept. 31, The A. S. Kreider & Son Co., PALMYRA, PA. 
















#29562 
only $5.45 net 
Stocked C & D 


Black smooth uppers. 


best resource for the 
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e About Shoe People 


Maxwell E. Duckoff, general man- 
ager of the Louis H. Salvage Shoe 
Company, Manchester, N. H., was 
honored as “1959 Citizen of Man- 
chester” at the annual dinner of 
that city’s Chamber of Commerce, 
last month. 


Mr. and Mrs. Mike Piunno, oper- 
ators of the Boulevard Shoe Store 
in Euclid, O., flew to Miami for a 
week’s vacation as guests of the 
Ohio Shoe Travelers Club. Mr. Pi- 
unno was awarded the airline tick- 
ets and Miami Beach hotel accom- 
modations as the winner among 550 
shoe retailers attending a shoe fair 
in Columbus last November. 


Charles L. Shaw, superintendent 
at M. T. Shaw, Inc., Coldwater, 
Mich., shoe manufacturing firm, 
was the winner of a “Guess the 
Extra Profits” contest conducted at 
the Factory Management Confer- 
ence by Ro-Search, Inc., Waynes- 
ville, N. C. He gets a television set 
for guessing closest to the amount 
guaranteed by Ro-Search as addi- 
tional profits through production 
savings in the use of “Process 82” 


pressure molded vulcanizing. His 
guess: $442. Company’s figure: 
$440. 


Nathan Hack, inventor of the 
Ripple Sole, received congratula- 
tory messages from all over the 
world when he celebrated his 75th 
birthday, February 12 in Tucson, 
Ariz. 


Donald D. Hickman, personnel 
manager of the Brouwer Shoe Com- 
pany, was elected president of the 
Downtown Association of Milwau- 
kee. Among new directors named 
by the association are Ralph 
Roussy, of Packard-Rellin, and 
Fred Horton, Enna Jettick Shoe 
Store. 


Virginia Marshall, St. Louis cor- 
respondent for BooT AND SHOE RE- 
CORDER, reports, “The cordwood 
needs of my family fireplace have 
been satisfied for the winters of 
1960, 1961 and 1962, thanks to the 
tornado.” Imbedded in her lawn 
after last month’s storm was a sec- 
tion of slate roofing blown from a 
church half a mile away. Her home, 





PROFIT - SECURITY - PRESTIGE 


can be yours with an exclusive 


D‘ Scholl Franchise 


7 OUT OF 10 ADULTS NEED YOUR SERVICE! 





e Trade on the world's best 
recognized and accepted 
name in its field 

e Better-than-average 
mark-up 

@ Nationally Advertised 
Products 

® Solid repeat business 
assured. 


Here are all the advantages of a 
national chain, yet the individuality 
of your personal ownership and 
management. You will trade on the 
largest selling line of Foot Aids, the 


You will be supplied with every help you 
need for immediate success . . . selection 
of shop location—exterior and interior de- 
sign—furnishing—inventory . . . prepara- 
tion of all your newspaper, direct mail ad- 
vertising and window material. 

You will be paid during training. 


most complete line of Comfortable Foot- 
wear. Yours will be the only shop of its 
kind in the community. No franchise fees 
necessary. Around $15,000 capital invest- 
ment required. Shoe experience helpful 
but not essential. Some choice cities still 
available. Write for information: 


Dept. 145 THE SCHOLL MFG. CO., Inc., 213 W. Schiller, Chicago, III. 
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Mr. and Mrs. Frank Brzezicki, owners of 
the B & B Budget Shoe Store, 1254 S. 
Sheridan Bivd., Denver, board Western 
Airlines plane for Phoenix, Ariz., for a 
late winter vacation. They won the 
champagne flight, including a three-day 
stay, three months ago at the Spring 
Shoe Fair of the Mountain States Shoe 
Travelers Association. Robert E. Schus- 
ter, right, executive secretary, sees cou- 
ple off on their journey. 


in suburban Brentwood, was hit by 
the storm’s first touchdown, leaving 
the Marshalls minus one roof, one 
picket fence, many shrubs and sev- 
eral oak trees. 


Hugh M. Bowen, BooT AND SHOE 
RECORDER advertising salesman with 
offices in St. Louis, also felt the 
brunt of the tornado. Windows were 
broken in the apartment building 


where he lives, which lay in the 
storm’s path. Mr. Bowen and the 
other occupants, however, escaped 
unharmed. 


Irving Edison, president of Edi- 
son Brothers Stores, Inc., St. Louis, 
has been elected president of the 
World Federation of Young Men’s 
Hebrew Associations and Jewish 
Community Centers. The organiza- 
tions embrace an alliance of service 
groups in 16 countries on feur con- 
tinents. 


Arthur Bender, long associated 
with Aronov of California, Los An- 
geles, in charge of design and sales, 
will remain in that position, offi- 
cials of the company said in deny- 
ing a report published elsewhere 
which said Mr. Bender had left the 
firm. 


Herman W. Ehlert, a vice-presi- 
dent of Volk Brothers Company, 
Dallas, for 24 years, has retired. 
He helped the firm grow from a 
single shoe store to a five-outlet 
specialty store chain. 
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Ohio Firm Diversifies: 
Vulcan Sets Up Plant 
To Make Plastic Heels 


CINCINNATI, O.—Vulean Corpo- 
ration, which manufactures wood 
heels and lasts for the shoe industry, 
as well as other wood products, is 
moving into the plastics field. 

The company has set up a 10,000- 
square-foot plastic injection molding 
plant in Portsmouth, O., site of the 
firm’s heel and last operations since 
1910. Initially, production will be 
confined to plastic shoe heels. Later, 
say company officials, attention will 
be directed either to other plastic 
shoe components or to other items. 

Eric Nelson, Vulcan vice-president, 
said on a visit to Portsmouth that the 
corporation had leased a former 
garage structure for the venture. 
Total initial investment is $250,000, 
he added. . 

Three electrically heated injection 
molders will have a capacity of 20,- 
000 heels per day. Under present 
plans, some heels will be finished and 
others will go to shoe factories for 
finishing. 

In a joint statement with the 
Portsmouth Chamber of Commerce, 
Joseph B. Reynolds, Vulcan presi- 
dent, said, “Vulcan’s serious study 
of another production unit in Ports- 
mouth, for the design, manufacture, 
warehousing and sale of plastic shoe 
products is based on well-grounded 
premises and facts.” 

Full production is expected by mid- 
March. 

Production capacity will be in ex- 
cess of one-half million pairs of heels 
a month. 

Frank Edminsten, a veteran em- 
ployee of the company’s Portsmouth 
wood heel plant. will manage the new 
plant. Three shifts will be employed 
from the start. 


Sewall Sale Rumors Denied 

HAVERHILL, MASS. — Officials 
of William E. Bixby & Company, 
Inc., shoe findings firm, have denied 
rumors that a subsidiary, Sewall & 
Son, is being sold or liquidated. Such 
reports are “absolutely untrue,” they 
said, adding that “Sewall & Son 
hopes to be in business for a good 
many years to come.” 
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Baltimore Travelers Induct New Officers 
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Baltimore Shoe Travelers, who last month held their second annual Spring Shoe 
Caravan, installed these new officers. From left to right are: Milton Singer, of 
General Shoe Corporation, secretary; Joseph Bernstein, Gold Seal Rubber Com- 
pany, sergeant-at-arms; Al Dougherty, Goodrich Rubber Company, recording sec- 
retary; Albert Levin, National Rubber Company, vice-president; David Gross, 
Kessler Shoe Company and Bender Shoe Company, president; and Harry Levy, of 
the H. Levy Shoe Company, financial secretary. Not shown: Nathan Handwerger, 
treasurer, a former traveler now a retailer. 





19 More Out-of-Town Firms Sign Up for St. Louis Show 


ST. LOUIS—Names of 19 more 
non-St. Louis firms that will dis- 
play at the St. Louis Shoe Show 
April 12-15 have been made public 
by Arthur Gale, executive secretary 
of the St. Louis Shoe Manufactur- 
ers Association. These are in addi- 
tion to the exhibitors previously 
announced. 

Participating in St. Louis’ “Wide, 
Wide World of Shoes” event will be: 

Belgrade Shoe Company; British 
Lillibets; Burlington County Shoe Cor- 
poration; Connolly Shoe Company; 
Dalsan, Inc.; Easy Walker Shoe Com- 
pany; Fredelle Footwear, Inc.; Reuben 
Gordon Shoe Company; Hannahsons 


Shoe Company; Mar-Pat Shoe Com- 
pany. 
Mutual Shoe Company; Oomphies, 


Inc.; Pan-American Modes, Inc.; Ripon 
Knitting Mills; Riverside Shoe Corpo- 
ration; Ruth Shoe Company; Selva & 
Sons, Inc.; Sidney Accessories, and 
Valentine Shoe Company division of 
General Shoe Corporation. 

Show visitors will get free shoe 
shines as part of the city’s cam- 
paign to shine as shoe capital of 
the world. As buyers shop the 
show, their morning coffee will be 
“on the house.” Horse-drawn sur- 
reys will give shoemen a lift be- 
tween downtown show hotels, the 


Sheraton-Jefferson, Statler-Hilton 
and Lennox. In downtown dining 
rooms, actual shoes will be modeled. 

With a coast-to-coast group of 
manufacturers participating this 
year for the first time, the array of 
lines on display will be comprehen- 
sive. Special newspaper and TV 
coverage will focus attention on 
this 13th annual showing. 


British Company Licensed 
To Make, Sell Ripple Soles 

DETROIT—Sussex Rubber Com- 
pany of London will manufacture 
and sell resilient rubber 
Great Britain and Ireland under the 
Ripple Sole patents. The company 
thus becomes the ninth licensee for 
the Ripple Sole Corporation, accord- 
ing to Leonard Hack, president of the 
Detroit firm. 

Although the two companies 
reached an agreement several months 
ago, no announcement was made un- 
til the Sussex firm received the neces- 
sary molds. Now the British company 
will launch an “aggressive manufac- 
turing and sales promotion pro- 
gram,” marketing the soles under 
the name “Billow.” 


soles in 
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Women Executives Oppose 
Shoe Labeling as ‘Useless’ 

NEW YORK — “We believe that 
the proposed shoe label would only 
provide useless technical information 
that the woman consumer doesn’t 
want or need—but for which she 
would have to pay a premium. To 
her the label would be just one more 
throwaway, and the sooner it’s 
thrown away the better.” 

With those words, Miss Marion 
Marsh, president of Shoe Women 
Executives, Inc., summed up her 





group’s opposition to the shoe label- 
ing bill now in Congress. The organ- 
ization, composed of some 150 women 
executives in the shoe and allied in- 
dustries, voted unanimously to op- 
pose the Porter bill. 

Speaking for the distaff side, Miss 
Marsh said, “The proposed shoe label 
would be, in effect, an insult to the 
woman shopper’s intelligence. Women 
are extraordinarily knowledgeable 
about their shoe needs. They insist, 
for example, on softer, lighter shoes, 
for easier wear, and wouldn’t dream 
of having them repaired with a 
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heavy, stiff leather sole.” 

Miss Marsh added, “They (wom- 
en) know about shoe materials too. 
Not the technical data of the trade, 
but pertinent consumer information. 
They appreciate fine leather uppers, 
for instance, and buy leather shoes 
by the millions. But they also know 
that for certain uses fabric shoes 
may be preferable.” 


Central Shoe Mfg., Cal-Ray 
Expand New England Plants 

NORWICH, CONN.—Central Shoe 
Manufacturing Company, Inc., has 
added 21,000 square feet of floor 
space to its plant here. The addition 
is being equipped with modern ma- 
chinery, a company spokesman said. 
The firm makes children’s and boys’ 
shoes. 

In Athol, Mass., where the same 
management operates the Cal-Ray 
Shoe Manufacturing Company, a 
floor has been added to double the 
available space. It will be used to 
make additional men’s dress and 
utility footwear. 

Raymond C. Ruszyk has joined the 
two companies as vice-president in 
charge of production management 
and material purchases. Frank P. 
Einhorn, a member of the companies’ 
executive staff for the last few years, 
has been appointed to assist in serv- 
ice of customers in the shoe and 
variety chain-store field. 


New Milwaukee Tanning Firm 
Headed by Industry Veteran 


MILWAUKEE—A veteran of 56 
years in the leather industry, Fred 
L. Grombacher, is heading up a new 
firm here, the Menomonee Leather 
Corporation. The company special- 
izes in production of chrome retan 
sole leathers, mechanical leather 
and leather for men’s and women’s 
accessories. 

In addition to Mr. Grombacher, who 
is president, other officers are Mark 
Winzel, vice-president, and Stephen 
Seidel, secretary and_ treasurer. 
Both Mr. Winzel and Mr. Seidel are 
officers of the Seidel-Thiele Tan- 
ning Company. 

The new firm has leased about 
5000 square feet in the same build- 
ing that is occupied by Seidel- 
Thiele. According to Mr. Grom- 
bacher, Menomonee Leather Cor- 
poration’s production work is _ be- 
ing handled by Seidel-Thiele under 
a prime contract. 
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Children’s Line Is Next Step 


Fernand Delbert: From Shoes to Oil to Boots 


HOW does a Parisian gain a place 
as one of America’s leading makers 
of juvenile cowboy boots? 

In the case of Fernand Delbert, 
it took a strange compound of in- 
gredients, including oil wells, law 
studies, war and bookkeeping. 

Mr. Delbert heads the Quinn & 
Delbert Boot Manufacturing Com- 
pany, Marlboro, Mass., manufactur- 
ers of “Q-D Brand” juvenile cowboy 
and engineer boots, Wellingtons 
and chukkas. (The company re- 
cently added a new line of chil- 
dren’s stitchdown oxfords and cas- 
uals.) 

Mr. Delbert’s grandfather was a 
prominent name in the French shoe 
industry. But one day, while young 
Delbert was a_ college student 
studying philosophy and mathemat- 
ics at a college in Paris, the shoe 
factory burned to the ground. 

The grandfather shortly after 
started up another shoe factory— 
but at the same time was wisely 
investing some of his money in 
various enterprises far removed 


from shoes. One of these was an 
oil venture in Texas. 

Fernand Delbert had no intention 
of entering shoe business. He had 
studied law and was a practicing 
lawyer in Paris when his grand- 
father died. Then Fernard stepped 
in to run the business. Two years 
later he was in the French army, 
and shortly thereafter he was cap- 
tured at sea while trying to escape 
the Dunkirk blockade. 

After the war he came to Amer- 
ica to investigate his grandfather’s 
oil properties in Texas. There he 
was fascinated by the cowboy boots 
worn by so many people in that 
area. Eventually he settled near 
Boston, and one day found a job 
in a shoe factory as a bookkeeper. 

Later he met up with Bill Quinn, 
superintendent of the John A. Frye 
Shoe Company, cowboy boot makers. 
In 1954 the pair teamed up to form 
Quinn & Delbert Boot and Shoe 
Manufacturing Company. 

In 1957 Mr. Delbert bought out 
Mr. Quinn’s share in the business. 


FERNAND DELBERT 
. with daughter Catherine 


Shortly afterward, Al Nordstrom, 
well known in the shoe trade, was 
brought in as sales manager. 
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LITTLE 
LEAGUE 
Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 
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Half sizes, 1-10, 
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BERNED SHOE CO. 207 Essex street, BOSTON 10, MASS. 
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Steady sellers, positive repeaters. And an 
ever-widening market as new youthful styles 
and patterns appeal to young marrieds and 
young mothers 

Liberal mark-up—never a markdown! 


PLATTOE LAST 


3913—The HI-WAY Tie 
14/8 Wood Kantscuff Heel 


Navy blue calf 
Grey kid inlays 
Six-eyelet tie 

q Long inside counter 


SIZES IN STOCK 


Also available in 
Black—Style 3311 
Red—Style 3922 


MILLER SHOE COMPANY, INC. 


"Our 38th Yeor"’ Founded by Albert E. Klinkicht 


CINCINNATI 23, OHIO 








Robin Hood Salesmen Meet 
To Style, Create Fall Line 


ST. LOUIS — Stylists and key 
salesmen for Brown Shoe Com- 
pany’s Robin Hood division met 
here last month to style and create 
the fall line of Robin Hood and 
/| Robinette shoes. According to Rob- 
llee McCarthy, Robin Hood sales 
/|manager, this type of “pre-season 
|| line building meeting may seem un- 
/} usual, but both salesmen and deal- 
ers have found it of great service 
|| to the line. 

“By giving the salesmen a strong 
voice in the creation of the line, the 
,| line itself comes to reflect the wants 
and needs of Robin Hood dealers,” 
| Mr. McCarthy observed. 

Participating in the line-building 
|meeting were salesmen Tom Blake, 

Chickasha, Okla.; Walter Martin, 

| Oelwein, Iowa; Paul McRill, Mt. 

| Vernon, O.; J. Frisbie, McAlester, 
|Okla.; Homer Gilbert, Cape Gir- 
|ardeau, Mo., and Bill McCormack, 

St. Louis. Al Lorch, Larry Rericha 

and George T. Johnston, Robin 
:|Hood stylists, also attended, along 
|| with Orville Schlef and Harry Geb- 
‘|hardt, assistants to Mr. McCarthy. 

| 
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Takes the work out of moving 
merchandise upstairs 
or down! 


Space-Miser 
goes up, down or 
Stops at the touch of a switch! 


Cincinnati Shoe Club Elects 


CINCINNATI, O. — Robert J. 
| Staubach, vice-president of the 
'|George A. Springmeier Company, 

has been elected president of the 
| Shoe and Leather Club of Cincin- 
'nati, Inc. The election was held 
during the organization’s 59th an- 
nual meeting here. Other new of- 
ficers: Philip L. O’Donnell, Jr., 
vice-president; E. G. Fursterau, 
| secretary - treasurer, and Louis 
| Richard, Mel F. Horn and Louis F. 
Younger, members of the board of 
governors. 


This low-cost, practical Bayer Space- 
Miser inclined conveyor carries bun- 
dles and packages up or down stairs, 
helps to cut losses from breakage or 
other damage due to carelessness or 
accident. Space-Miser gets the job 
done faster! 
Anyone can operate Space-Miser. Simple 
“up’’, “down” and “stop” switch con- 
trols movement with fingertip touch, 
makes operation foolproof and safe. 
Talon Buys Die Casting Firm 
MEADVILLE, PA.—Talon, Inc., 
| zipper producer whose products in- 
| clude the Shu-Lok fastener, has com- 
|pleted arrangements to buy the 
|assets of Paramount Die Casting 
Company, St. Joseph, Mich., and 
Seymour, Ind. Lewis Walker, Talon 
president, said the acquisition is in 
jline with a program of diversifica- 
tion. The die casting firm will be 
operated as a wholly owned sub- 
sidiary. 


Folds out of way when not in use. Space- 
Miser folds flat against wall when not 
in use, does not interfere with normal 
stair traffic. No special installation 
required. Accommodates packages 
and cartons as large as 18”x48”x 48” 
up to 250 Ibs. 

Write today for complete informa- 
tion on how to get added utility from 
your store. 


A. J. BAYER COMPANY 


2300 East Siauson Avenue 
Los Angeles 58, California 








Boots for ‘Miss Rodeo’ 


John S. Justin Jr., president of the Justin 
Boot Company, Fort Worth, Tex., fits a 
pair of specially made boots on "Miss 
Rodeo America," Susan Cox, 18, of Lewis- 
ton, Ida. The boots were designed spe- 
cifically for the University of Oregon 
coed, who won the 1959 title in Las Vegas. 
She attends rodeos and parades as guest 
of the Rodeo Management Association. 





Tru-Stitch, Hit by Fire, Shifts 
Slipper Output to New Plant 


MALONE, N. Y.—Tru-Stitch Moc- 
casin Corporation, victim of a fire 
in its slipper manufacturing plant at 
Malone last New Year’s Eve, has 
resumed operations in a new and 
bigger factory. 

According to a company spokes- 
man, production began February 9 
on the basis of 7200 pairs of slippers 
daily. This figure will gradually be 
increased over the next few months. 
The new plant, purchased about two 
years ago, offers facilities for ex- 
panded and more efficient slipper 
production, the spokesman added. 


2 Enter Executive Reserve 


WASHINGTON, D. C.—Two more 
executives from the leather and 
footwear industries have agreed to 
serve the government in time of 
emergency. They are Thomas R. 
Hickey, of John R. Evans & Co., 
Camden, N. J., and John D. Rear- 
don, of Daniel Green Co., Dolge- 
ville, N. Y. They bring to 35 the 
total number of executives in the 
leather or allied industries who 
have agreed to staff the emergency 
agencies of the Federal Government 
in time of enemy attack on the 
United States. 
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Gotham, Athletic Shoe 
Firm, Is 40 Years Old 


BINGHAMTON, N. Y.—Gotham 
Shoe Manufacturing Company, Inc., 
athletic footwear manufacturing 
firm which was founded when World 
War I was drawing to a close, re- 
cently marked its 40th anniversary. 

Today, two of the three men who 
first set up shop at 444 Broadway in 
New York City, continue to hold 
executive posts. Manuel S. Davis 
is president and Sid Frankel is 
treasurer. 

The Gotham firm moved to Bing- 
hamton a little more than a year 
after it began. The trio of organizers 
—Henry I. Silverman, the third 
member, retired in 1932—occupied 
a modest but adequate site with 
about 8000 square feet. By 1924 
another 10,000 square feet was 
needed. Later, in the midst of the 
depression, the company went ahead 
with an expansion program which 
added 130,000 square feet. 

Recalling Gotham’s early history, 
Mr. Frankel told recently of how, 
while attending a movie soon after 
the Binghamton plant opened, he 
met a friend who was employed by 
a manufacturer of double-runner ice 
skates for youngsters. The skates 
were of the type which strapped onto 
regular footwear. 

Mr. Frankel felt there would be 
a market for double runners in a 
shoe skate style. He and his col- 
leagues contracted for skates, de- 
signed a special shoe and set about 
introducing their innovation to 
dealers. 

The gamble paid. On a road trip 
to Pittsburgh, Mr. Frankel got an 
order for 360 pairs at his first stop, 
the Book Shoe Company. Soon Goi- 
ham was fully launched in the 
athletic shoe business. 

Bowling shoes, baseball and foot- 
ball shoes and other items were 
added until the company was pro- 
ducing a complete line of athletic 
footwear. 

Mr. Davis’ son, Herbert, serves 
today as Gotham’s vice-president. 
Interested particularly in production 
methods, the younger Mr. Davis has 
served as chairman of two Factory 
Management Conferences. The 
executive lineup also includes Jesse 
D. Klingman, secretary. 
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| BOX HANDLERS 


JOBS 





| SEND LONG ARM* 


| a post 


CARD 


for my new folder. It 
will tell you all about 
LONG ARMS, how 
they save your time 
and energy and avoid 
accidents. LONG 
ARMS with handles 
24", 36", 48" & 60", 
$3.50; with 72" han- 
| dles, $4.50 postpaid in the USA. Satisfaction 
guaranteed. When ordering specify handle length 
| and if for men's or women's boxes. 











Patented 





CARL BEEMAN 


| Cedar Heights Road Stamford, Conn. 





MERCHANTS' NEEDS 





DOUBLE YOUR SALES 


OR YOUR MONEY BACK 


<> 


DISPLAY 
PALETTE 


15” x 19 


$298 


* se 


DISMAR A & Clearfield 'Sts., Phila. 34, Pa. 





Modernization Completed 
At Lichtman Mass. Tannery 
NEWARK, N.. 

Sons, Newark tanning firm, 
nounced completion of a major reno- 
vation and modernization project in 
the dry departments of its Pittsfield, 
Mass., tannery. Included was a com- 
plete relocation of department op- 
erations, installation of an electroni- 
cally controlled spray machine 
coupled to a plant-engineered con- 
veying system, revamping of the 
shipping department, and _ other 
changes to “improve the flow of 
leather and improve the quality of 
work.” 


an & 
an- 


‘Distributor of the Year’ 
NEW YORK—Kanners & Patrize, 
Detroit shoe distributing firm, has 
been named the recipient of the 
Hussco Shoe Company’s.§ annual 
“Distributor of the Year” award. 
Hussco President William Mano- 


For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES _— 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Fitinne 
MOSINGER-COHN 


1235 Washington, St: Lovis 3, Mo 








Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A R | S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N.Y. 7 « WO 2,5180 











ANYONE CAN MAKE 
SIGNS IN MINUTES 


Professional in 
appearance with 
Guide Line Cards 


Over 5300 Easy 
Paste-on Letters and 
Numerals in three sizes. 


Specify 
Red or 
Black 
| Kit contains letters and cards 
| Makes hundreds of signs up to II" x 14" 


“THE MERCHANTS’ SALESMAN— 
THE CONSUMERS’ GUIDE" 
GUIDING SIGN KITS 
Increase your sales 
Order Today—Kit Price $29.95 Post Paid in U.S.A. 
| GUIDING SIGNS, Box £83, Broomall, Penna. 


witz said the firm was cited for an 
“aggressive, imaginative promotion- 
al drive’ during 1958 which put the 
Huskies brand in leading Ohio and 
Michigan stores. 


Colonial Markets ‘Softa’ 
BOSTON—Softa, described by its 
“silkiest of suede 
splits,” is being marketed by Co- 
lonial Tanning Company, Inc. Ac- 
cording to company officials, inter- 
est in the leather has been “very 
substantial” and production has 
been increased to meet demand. 


producers as the 





‘Crack-Resistant’ Patent Leather—and Its Pioneers 





Exhibiting crack-resistant patent leather at recent Factory Management Confer- 


ence were representatives of two companies sharing in its development. 


UBS 


Chemical Company, together with Colonial Tanning Company, Inc., and E. |. duPont 
de Nemours, developed the new finish used in what Colonial calls its Luxury Patent. 
Left to right are: Robert L. Stiles, of R. L. Stiles & Company, Colonial representa- 
tive and distributor (Pa., Md. and Va.); John P. Bowen, shoe division, UBS Chemical; 
Kivie Kaplan, general manager and treasurer of Colonial; John Mercon, vice- 
president of Colonial's patent leather division, and William J. Morrisey, of UBS 
technical sales. Features of new patent leather include flex strength and weara- 
bility with long-lasting finish. 





Suede-Cleaning Process 
In Full Operation at Surpass 


PHILADELPHIA—A pilot plant 
using the “Nova-Suede” process for 
the cleaning of suede is in full op- 
eration at Surpass Leather Company 
here. According to the firm, the 
patented process gives a new look 
to suede shoes and handbags with- 
out removing either the origina] 
color or the natural oils of the 
suede. 

The process was brought here 
from Europe. The plant was set up 
at Surpass with the assistance of the 
inventor, who traveled from Swe- 
den. In addition to carrying on the 
work itself, the company plans to 
offer the process on a sub-license 
basis to interested parties, a spokes- 
man said. 


Missouri Heel Co. Names 
Distributors for Its Toplifts 

ST. LOUIS—Missouri Heel Com- 
pany, producer of “Silent Step” 
heel lifts, has announced the names 
of eight distributors who have 
stocked the product for immediate 
delivery. 

The list includes Century Wood 
Heel Company, El Monte, Calif.;: 
Auburn Wood Heel Company, Au- 
burn, Me.; Century Wood Heel 
Company, Haverhill, Mass.; Gab- 
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riel-Century Wood Heel Company, 
Brooklyn; Southern Heel Company, 
Springfield, Tenn.; Hanover Heel 
Company, Hanover, Pa.; Cambridge 
Manufacturing Company, Cam- 
bridge, Mass., and William Glad- 
stone Company, Montreal, Canada. 

“Silent Step” is a new rubber 
toplift pre-molded to a steel dowel 
pin. 


General Split Shows Leathers 
With Protective Treatment 


MILWAUKEE — A new line of 
plush leathers with a silky irides- 
cent finish called Silka Desertan 
has been introduced by General 
Split Corporation here. The leather 
will be available with a new wash- 
able, water-repellent treatment — 
the “Scotchgard” brand leather pro- 
tector made by the Minnesota Min- 
ing and Manufacturing Company. 

“Scotchgard” is described as a 
new fluorocarbon chemical that 
coats the fibers of the leather, mak- 
ing them resistant to water, grease, 
dirt, acid and the like. 

General Split plans to furnish de- 
scriptive inserts for shoes made 
with the material. 

Saul Levine, executive vice-presi- 
dent of General Split, said the new 
line is suitable for women’s and 
girls’ desert-type boots as well as 
other casual sueded shoes. The 





WANTED TO PURCHASE 








CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 











WILL BUY 
ANY PART OF YOUR SHOE STOCK; 


Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 
M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Honest Dealing 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 




















MERCHANTS’ NEEDS 


IMats AND Yilvas 


FOR VOU 


NEWSPAPER, ADVERTISING 


— if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


e 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


* 

VINCENT EDWARDS & CO. 
World’s largest advertising 
service organization 
342 Madison Ave. 
New York City 

















company’s regular Desertan line 
for men’s and boys’ footwear will 
also be available with the protec- 
tive treatment. 
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Wanted to Purchase 











FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
PLEASE DON'T eeeinia oak ciliate ahene 
CAUSE AUNT JENNIE IS JEALOUS by Footwear FOR OVER 43 YEARS 


UNCLE Louis Camitta & Son MOSINGER - COHN 











91 Reade St., N. Y. C. WOrth 2-5063 
1235 Washington, St. Lo 3, Mo 








Any quantity..any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts er 
surplus from manufacturer 
or retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-4898 CE. 1-8762 
Quality Shoes Since '32 
“While in Town See Weil’ 








WE PAY MORE /.__.,,. WE ARE RETAILERS 











WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9630 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED Ff 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 
Jobs In Fine Shoes From Fine Sources Since 1931 


"BARI 


THE NATION'S FINEST 
GANCELLATION SHOES 


mo... Le ° Bk WY. © Tel: WOrth 2-5180 
Ws MMMMEHEEHEHEHEECHHHHHHCWMM@lll 


March I, 1959 


MMHMHHHZ€CC=@!|!M@HnS. 








Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6. Pa. 














" COMPLETE STORES * 
W ANTE D: 


Confidential negotiations by 
rated . . . experienced retailers 


. ARRONSON BROS. & BAYROFF s 


ft 100 Chambers St., N.Y.C. RE 2-4170-4171 3 
eee se se 











e surplus 

e discontinued 
lines 

° complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. © BE 3-7290 
146 DUANE $T., &. ¥.¢. 





Personnel 





SEYMOUR WEITZMAN 
Resigns at Beck 


PHILIP G. BARACH 
Leaves Shain 


Resigned... 

Seymour Weitzman, as vice-presi- 
dent, director and member of the 
executive committee of A. S. Beck 
Shoe Corporation, New York. For 
20 years he has been designer and 
fashion coordinator. He is organiz- 
ing his own companies in the manu- 
facturing and styling field but will 
continue in an advisory capacity to 
Beck. 

Philip G. Barach, assistant 
general manager of Shain & Com- 
pany, Boston, converters and dis- 
tributors of shoe fabrics. Late in 
March he wiil join the sales organi- 
zation of the Sudbury-Livermore- 
Farmington Shoe Companies. 


Elected... 


as 


Bert Bishop, as vice-president in 
charge of sales for Sport Specialty 
Shoemakers, Inc., St. Louis. Etric 


Castleman was named vice-presi- 
dent in charge of production. For- 
merly Mr. Castleman was general 
manager at Chaffee, Mo., where the 
company operates two plants. 
Milton Hubschman, as a director 
of List Industries Corporation, New 
York. Mr. Hubschman is president 
of E. Hubschman & Sons division 


WILLIAM JACKSON 
Named by Hood 


LOUIS J. COMBE 
Boston-Bound 
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ROBT. S. WHEELER 


BERT BISHOP 
Elected VP To Division VP 


of Gera Corporation, a List subsidi- 
ary. (Gera Corporation recently ac- 
quired E. Hubschman & Sons, 
Philadelphia tanners.) 

Robert S. Wheeler, as vice-presi- 
dent of the Boyle-Midway division, 
American Home Products Corpora- 
tion, New York. He is advertising 
director for Boyle-Midway, whose 
products include Griffin shoe pol- 
ishes. 


Appointed... 


William T. Jackson, as manager 
of sales development, in New En- 
gland, for the Hood branch, B. F. 
Goodrich Footwear and Flooring 
Company, Watertown, Mass. He 
formerly Hood district sales 
manager, Boston branch. Succeed- 
ing him in that position is Louis J. 
Combe, who has been district sales 
manager in Pittsburgh. William W. 
Gardner becomes Hood district sales 
and branch manager at Pittsburgh. 

Gordon Davis, as sales represen- 
tative for Propr - Bilt division, 
Brown Shoe Company, St. Louis, 
covering California, Oregon, Wash- 
ington, Nevada, Idaho, Arizona, 
Utah, Wyoming and Montana. 

Richard D. Graffis, as representa- 


was 


LAURIAT LANE 
Joins Evans 


WILLIAM GARDNER 
Branch Manager 


tive for A. G. Spalding & Bros. Com- 
pany, Marlboro, Mass., covering 
Arizona, New Mexico, and Califor- 
nia from Fresno south. He succeeds 
E. M. McCubbin, who will concen- 
trate on Nevada and northern Cal- 
ifornia. 

Edward C. Tefft, Jr., as head of a 
Domani Shoes office in Florence, 
Italy. The opening of the office was 
said to be necessitated by the 
growth of the line, which is made in 
Italy. Domani is a General Shoe 
Corporation subsidiary. 

Lauriat Lane, as New England 
representative for John R. Evans & 
Company, Camden, N. J., tanners, 
with his offices in Boston. He for- 
merly was New England manager 
for Surpass Leather Company. 

Irving Zweig, as a sales agent in 
the New York metropolitan area for 
the Goodall Vinyl Fabrics division 
of Goodall-Sanford, Inc., New York. 
He will cover the footwear trade and 
other fields. 

Emil Bilotta, as New York City 
sales representative for Fulford 
Manufacturing Company, Provi- 
dence, R. I., makers of shoe orna- 
ments and metal specialties. 

Robert A. Porter, Jr., as represen- 
tative for the Armour Coated 
Abrasives division, Armour and 
Company, Alliance, O. He will sell 
to shoe, heel, last and innersole pro- 
ducers in the South and Southwest. 


Promoted... 

Ed Bolding, to a newly created 
post as manager of import for Gen- 
eral Shoe Export-Import Company, 
with his offices in Nashville, Tenn., 
General Shoe’s headquarters. For- 
merly he was style and merchandise 
manager for Johnston & Murphy 
wholesale division. He will coordi- 
nate the production of plants in va- 
rious countries with the General 
Shoe distribution divisions. The im- 
port division is investigating possi- 
bilities for expansion beyond the 
shoe field. 

William J. Richards, to product 
manager for Johnston & Murphy 
Shoe Company’s wholesale division, 
Nashville, Tenn. Formerly he was 
sales manager of Flagg Brothers. 
He is succeeded there by Ed Jones, 
who has been district manager for 
Flagg in New York. Flagg and 
Johnston & Murphy are divisions of 
General Shoe Corporation. 
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Classified and Want Ads 








HELP WANTED 


HELP WANTED 


SALESMEN WANTED 








Reply in confidence to the 





FAMILY SHOE STORE MANAGERS 


Openings in Indiana, Illinois, Michigan, Ohio 


MILLER-JONES, operating popular-priced family shoe stores, 
due to expansion program, has openings in the above men- 
tioned states. Excellent opportunity. Salary, commission and 


bonus. Complete group insurance program. Paid vacations. 


Miller-Jones Co., Personnel Department, P. 0. Box 658, Columbus 16, Ohio 


SALESMAN FOR 
SOUTHERN CALIFORNIA 


Experienced wholesale shoe sales- 
man wanted to develop volume 
on line of Popular Price Men's 
Welts. Travel Southern Cali- 
fornia. Commission rate 7°/, on 
shipments. Reply giving complete 
background to: 


Box 3392, Boot and Shoe Recorder 
Chestnut and 56th Streets, Philadelphia 39, Pa. 

















FOR SALE 


FOR SALE 








lation. 





MODERN SHOE STORE FOR SALE 


High-grade, modern shoe store, excellent location, specializing 
in corrective and feature-type footwear. Established 20 years, 
situated in prosperous New York State community within 100 
miles New York City, with metropolitan area of 160,000 popu- 
Men's, women's and children's shoes. Some volume in 
style and basic shoes, but emphasis on feature types, particu- 
larly in children's. Excellent cooperation from local doctors. 
Store has finest reputation in community, splendid clientele. 
Substantial volume, consistently good profit showing, with fine 
opportunity to expand volume. Will work with new owner 
until established. Reason for change: present owner has other 
interests now requiring full time. 


Reply to Box 384, BOOT and SHOE RECORDER, Chestnut & 5éth Sts., Philadelphia 39, Pa. 











SALESMEN WANTED 


SALESMEN WANTED 








lowa, Kansas and Missouri open 
for salesman calling on all retail 
and wholesale operations to carry 
the hottest line of plastic protec- 
tive footwear available on the 
market. Write for complete de- 
tails. 


Reply to Box 379, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


SALESMEN WANTED 





Shoe Factory Representative Desired 
To cover Southern Territory, from Washington, 
D. C. to Texas and Oklahoma. Company is a live 
concern manufacturing women’s Cements and 
Bonwelts in most popular patterns and at popular 
prices. Applicants must state age, experience, 
educational background and send recent photo- 
graph. Company will consider only highest type 
individual. Territory has been covered previously 
by two representatives, and company has fine 
reputation in area. 


Reply to Box 382, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














SALESMEN WANTED . VOLUME 
MANUFACTURER OF POPUL AR PRICE 
INFANTS’ SHOES desires representation in 
New England area and Southwest. Large In 
Stock Department and Make-ups. National 
distribution. KIDDIE KUB SHOE CO., 
Westminster, Md. 





WANTED: AGGRESSIVE SALESMAN 
WITH EXPERIENCE, by importer of en 
tirely new type high quality children’s tennis 
oxfords. In stock. Already sold to many large 
stores. This is a volume item priced very com- 
petitively for quick, intensive coverage. Non 
conflicting sideline permitted. Reply, ‘stating 
experience, trade references and _ territory 
covered. Reply to Box 381, Boor anp SHOE 
Recorper, 56th & Chestnut Streets, Philadel 
phia 39, Pa. 


SALESMAN WANTED: High grade, im 
ported Italian men’s shoes in stock and make 
up. Highest commissions paid monthly. Estab 
lished business in territories available, East 
Coast, West Coast, and South. Can be carried 
with non-conflicting side line. State experience 
and references in first letter. Reply to Box 385, 
Boot AND SHOE EcoRDER, Chestnut & 56th 
Streets, Philadelphia 39, Pa. 


EXPERIENCED MEN NEEDED ro 
REPRESENT MEN’S HOUSE carrying lin 
of $5.00 to $8.00 retailers High-Styled, In 
Stock. Immediate deliveries. Furnish details, 
your experience, Available _ territo ry 
Florida, Georgia, Indiana, Kentucky 
and Ohio. Reply t ox 391, Boot AND SHo ME 
Recorver, Chestnut & 56th Streets, Phi 
phia 39, Pa. 


SALESMEN WANTED LINE CHIL 
DREN’S PRE-WELTS AND _( ZEMENTS; 
sizes to 3, Misses. Territories: Ohio, Indiana 
Michigan, Iowa and Pennsylvania If’ interested 
in any other territory write. Will consider. Re 
ply to Box 364, Boor anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Pa 


EXPERIENCED SALESMAN TO CARRY 
PROMOTIONALLY PRICED Imported Shoe 
Li Ine on mission basis = ntact or write 
LOLLY TOGS ‘LTD., c/o J. M. Sutton Sons 
& Co., 1150 Broadway, New York 1, N. ¥ 
LE 2.1580 





SALESMAN WANTED 


Long established manufacturer of women's and 
girls’ popular priced shoes offers excellent oppor- 
tunity for aggressive salesman to cover ALABAMA 
and GBORGIA. Complete in-stock service. Will 
consider man with retail experience. Submit com- 
plete resume. Replies confidential. 

Reply to Box 388, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








PART TIME MEN TO SELL SHORT LINE 


Of Instock, Light Weight, Casual Type Moccasins 
retailing from ten dollars up. Will not conflict with 
other Lines. Easy way to add ten dollars a day 
to your income. Commission basis. Reply, giving 
territory covered, experience and references. 


DANNER SHOE MFG. CO. 


4073 No. Williams Ave. Portland 17, Oregon 








NEW YORK STATE & CONNECTICUT 
OPPORTUNITY 


Opening: for energetic resident salesman as 
sideline carrying either men's, boys’ 
women's arch, & children's shoes popular 
price footwear, 6% commission plus bonus 
Enclose references, resume & photograph 
Reply to Box 373, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
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Classified and Want Ads 


SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 


SA L e S$ Oo BD Oo Wonderful Opportunity Available for Experienced 
Salesmen only with actual road background to 
Top Quality Manufacturer of Rubber Footwear, Tennis and Fabric Casuals take over well established going alien with 
offers unusual opportunity for competent salesmen between 25 and 40 years excellent followings left open due to retirement 
of age. | of key men: 

North & South Carolina 
Guaranteed income and reimbursement for traveling expense advanced Pennsylvania & West Virginia 


weekly against commissions. Established distribution, plus a quality Line Florida & Georgia 

backed by national advertising and complete retail promotion program. Complete Line of Men's, Boys’, and Children’s 
Aptitude testing and thorough training program assists in assuring success ae orgs Drawing account ar- 
of men selected. Retail shoe background desirable but not essential. Late | | ranged. Replies held in strictest confidence. 
model car required. Samuel Brilliant Company 


86 Lincol 
Interested applicants write giving telephon and complete resume Lincoln Street, Boston, Mass. 
of background. 


Reply to Box 377, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. | OKLAHOMA SALESMAN WANTED 


Opening for experienced man by manufac- 
turer of women's and girls’ popular priced 
shoes. Efficient in-stock service. Men with 
EXPANSION PROGRAM OFFERS OPPORTUNITIES retail background will be considerad. Sub- 
| mit complete information. Replies kept con- 
One of America's Old Line Manufacturers of Women's Popular Priced Footwear, backed by fidential. 
efficient In-Stock Service, Plans to expand its sales organization. Several territories will be } Reply to Box 387, BOOT & SHOE RECORDER 
open with excellent opportunity for experienced salesmen with established following. Considera- Chestnut & 56th Streets, Philadelphia 39, Pa 
tion will be given men with retail shoe background desiring to progress into a traveling sales isle 
position. Submit complete resume. Replies kept in strict confidence. 


Reply to Box 380, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 



























































WANTED SALESMEN TO HANDLE 
TOP DRAWER LINE of. fast-selling Men’s 
Dress Shoes in Popular-price Field. Must live 
LINE WANTED SALESMEN WANTED in the territory Drawing account to men of 

} proven background State experience Terri- 
tories open: Per 1ia, West Virginia, Ohio, 
Michigan, Towa, Illinois, Oklahoma and Texas 
Reply to Box 390, SuHoe Recorper, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











1 AM ONLY VOLUME SALESMAN FOR ESTABLISHED MEN OR FIRMS TO 
POPULAR PRICED Men's Slipper and Shoe REPRESENT Most Popular Brand of Hawaiian 
Manufacturer 1 solicit Cha . lobbers, Mail made Footwear for sectional regions of Main 
Order Houses. Married; ambitious; ready for land, United States. Reply to Box 393, Boot 
I t Reply to Box 383, Boot anp SHOE ano SnHoe Recorper, Chestnut & 56th Streets, 





Recorper, Chestnut & 56th Streets, Philadel Philadelphia 39, Pa 


39, Pa _ SIDELINE SALESMAN WTD. 











FOR SALE 
GIVEAWAYS 
FOR SALE: SUNNY, SOUTHERN CALI- MIAMI OPENING 


Comic Books, Imprinted Pre FORNIA, dry climate; two family shoe stores to sell fast styled men's shoes 
“ree catalo Our New Address: in fast growing communities. Owner retiring. . . ‘ a : 
‘ < : x . 0 ‘w England manufac Shoes styled f 
184W Merrick Road, Merrick, Reply to Box 389, Boor aNp SHOE RECORDER, ad New England n snufacturer Shoes styled for 
Chestnut & 56th Street Philadelphia 39, Pa N.Y.C. and Hollywood. Instock. Side line or part 
ee eee ee ee time salesman preferred. Ent.re State available 
Greatest sales expected in resort cities only 
Reply to Box 386, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


TURER of Infants’ and Children’s Shoes. 




















Established territ ries open Complete win Stock 
BOOT AND SHOE RECORDER Shee a ee 
Chestnut & 56th Sts. - 


Philadelphia 39, Pa. SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boot anp SnHoe Recorper, Chest- 


Here 1s my want-ad: nut & 56th Streets, Philadelphia 39, Penna. 








TOP BRANDED MOCCASIN LINE, Re 
sort and Shoe Trade Midwest, Eastern States; 
Commission 7%, Confidential. BOX 163, 
Portage, Wisconsin 














EXTRA COMMISSIONS 


For You. One sample case side line in stock 
“Celebrity Grads’’. Nurse all-white and off-Duty 
Shoes. Retail $8.95 to $10.95. Steady mail 
orders. Write give territory, reference, and name 


° of non-conflicting lines now carried. 
Enclosed is Check (J IRVING DREW CORPORATION 
Please check if box No. is Wanted () Money Order 1 LANCASTER, OHIO 


Name (please print) .... 
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STAY AT THE 


HERATON - 


MSAvein 


MAGIC LOCATION! We're right 
in the middle of the shoe market, 
close to wholesale sources, New 
York’s fashion center. Steps from 
Empire State Building, subway, bus 
and air terminals, Lincoln Tunnel. 


Theatres,night chibseasily accessible! 


COMPLETELY MODERNIZED, 
remodeled, redecorated. All rooms 
have new RCA 21” TY, full-range 
radio; many air-conditioned. Minute 
Chef and Town Room for a snack or 
hearty meal. Cafe Lounge for smart 
entertainment. Unique new Gate of 
Cleve features authentic Holland 
dishes, German food . . . every 
imported Netherlands and German 
beer. 


N. Y. HEADQUARTERS 
FOR THE SHOE INDUSTRY 


QHERATON- 


MCA pin 


HOTEL 
Ln+the Heat of re Dene Aine, 


BROADWAY AT 34TH STREET 
Kurt A. Smith, General Manager 








Consider 


United 
Service 


Asa 
SOURCE OF PROFIT TO YOU 


How much have you lost in ‘‘Seconds”’ or “‘ Rejects’’ during the last 
year? Has machine wear been considered as a cause? 

Staples may not be holding, welt butts may be open, or heel seat fitting 
inaccurate. Are your operators wasting time trying to correct the results 
of machine wear? 

As machines are used, working parts develop wear, adjustments be- 

SERVICE come less effective. By looking at the crippled shoe, the United man 
° knows where to look for trouble spots. 
PARTS There are no substitutes for United’s experienced men. They are kept 
abreast of all the latest service information. 

Call your United man today. Let him show you how much United 

Service can save you. 


a 
Boston, Massachusetts 
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declares two 
fashion 
dividends! 


metallic colors in 
PATENT LEATHER 


2 new hues join the select group of 

metallic shades which are exclusively Colonial: 
Topaz #638, Sun Copper #632, 

Black Raspberry #146, Amber Bronze #793. 


COLONIAL TANNING CO., INC., BOSTON 11, MASS. &) 





First Choice 
With Boys, Moms, Dealers... 


because 


THEY RE 


GREATEST!"s 


Great Style 


Kindergarten through to 
college, each age group finds 
the styles it wants in these 
three Gerberich lines. 











Great Value 


More than forty years of 
making only the best have 
made Gerberich the unchal- 
lenged standard of value in 
boys’ shoes. 


Great Retail Performance In Stock To Gerberich Dealers 


Naturally, such solid acceptance with boys and their parents, 
too, is reflected in the impressive records which merchants are 
turning in with these three brands. The boys’ shoe business is a 
great and growing market. Smart merchants cover it, and per- 

fectly too, with the broadest range of sizes, and the most compre- 
hensive style program by “age groups” in the field... all from 
one resource, GERBERICH. 


SELL ALL 3: Youths 8'2-12- Boys 6'2-11 
GERBERICH- PAYNE SOE G COMPAN Mount Joy, Pa. 

OFFICES: New York, Marbridge Bldg., Room 417 * Los Angeles, Alexandria Hotel, Room 805 * 
Philadelphia, 12 S. 12th St., Room 914 © In Canada, J. Leckie & Co., Ltd.,L. H. Packard and Canada West 





